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Summary 
 
Context 
The branding constellation theme is a graduation theme within the study of 
Master Supply Chain Management of the faculty of Management Science at the 
Open University of the Netherlands. The theme focuses on the first phase of 
marketing research on brands, which is identifying branding problems by 
constellations.  
 
Research objective and questions 
The objective of this thesis is to generate insights into the way psychological 
characteristics of participants can be measured based on the Myers Briggs Type 
Indicator (MBTI). The first research question aims to determine to what degree 
the MBTI questionnaire fits in with the branding constellation approach. The 
second research question has as its objective to identify what is reported about the 
character MBTI profile of managers. Then, the third research question goes into 
identifying MBTI characteristics of the ‘prototype’ of participants, and into 
identifying whether these are different from those of ‘regular’ managers. Research 
question number four aims to compare opinions about the usefulness of branding 
constellations of ‘MBTI prototype participants’ with those of other participants. 
Finally, the fifth research question aims to determine whether participants share 
specific non-personality characteristics such as age, education, gender, type of 
company, and type of job.   
 
Methodology 
The branding constellation managers in question were sent an MBTI profiling 
questionnaire. Together, the following four dichotomy pairs formed the basis of 
this questionnaire: Extraversion/Introversion, Judging/Perceiving, 
Sensing/iNtuition, and Thinking/Feeling. In addition, questions about non-
personality characteristics were included in the questionnaire. Analyses were 
made in SPSS and Excel. 
 
Findings  
First, MBTI is known as a very good questionnaire for measuring emotion and 
non-consciousness in decision-making, which fits the branding constellation 
approach well. Second, ‘regular’ managers appear to be Judging and Thinking 
rather than Perceiving and Feeling. Third, dominant character traits of the 
branding constellation managers are Extraversion and iNtuition. Moreover, they 
score higher on Perceiving and Feeling than ‘regular’ managers. Fourth, extravert 
and intuitive participants do not differ in opinion from the introvert and sensing 
type when it comes to the usefulness of branding constellation. However, fifth, 
participants from large companies (>250 employees) were less positive about the 
usefulness of branding constellation than participants from smaller companies. 
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Managerial implications 
Branding constellations seem most useful for the Extravert, iNtuition, Perceiving 
and Feeling (ENPF) type of manager. Extravert, because the energy flow is 
outward and the preferred focus is on other people and things. Perceiving, since 
they like a flexible and spontaneous approach to life and prefer to keep their 
options open. Intuition, because they tend to focus on the future, with a view 
towards patterns and possibilities, and prefer to receive data from the 
subconscious or see relationships via insights. Finally, Feeling, for they ‘decide 
with their hearts’ and use evaluation in this process, as opposed to using ‘black 
and white logic’.  
 
Theoretical implications 
This study was exploratory and it was intended to be performed as a concise study 
in the future within the branding constellation theme. For this study, data were 
collected from a population of 97 managers, which yielded a 69% response (67 
managers). In order to use more extended statistical methods and thus generate 
results that are more reliable, it is recommended to enlarge the response group to 
a degree that the Chi Square formula can be used for all analyses. The first 
condition is that, in order for calculation to generate reliable results, a maximum 
of 20% of the cells have to have a minimum number of five counts. The second 
condition is that none of the cells is allowed to have zero counts. Both conditions 
were not fulfilled in this preliminary study. In this thesis, only five cells meet the 
required count of five or more, while eleven cells count fewer than five. If the 
response group were increased to five times the current one, it is estimated that 
both conditions would be fulfilled - based on the results in this thesis. If, in a more 
concise follow-up study, participants behaved similar to the ones in this study, a 
response group of (67 times 5=) 335 branding constellation managers would be 
demanded, and thus a population of 479 branding constellation managers would 
be necessary - based on the non-response rate of 30% of this study. MBTI critics 
say that the internal validity and reliability of the MBTI questionnaire are low. To 
test internal validity, the use of other multiple character profiling questionnaires 
or methods is recommended, such as The Big Five and the Keirsey temperament 
sorter personality test. Reliability can be tested by asking participants of this study 
to fill out the questionnaire again.  
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Preface 
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Although, at times, the writing process of this thesis was not to my greatest joy, 
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facts’ and, above all, use reason in any decision-making-process. All types of 
fuzzy, unstructured, gut-feeling decision-making (such as identifying a branding 
problem by using the branding constellation technique) is ‘unusual’ to a military 
officer. Before starting this thesis, I already comprehended that not all people are 
the same and that this very down-to-earth military way of thinking has to fit a 
person. It does not ‘suit’ every person, but military operations demand a certain 
mindset and people who match this. Finishing this thesis, I conclude that the 
same applies to branding constellations. This approach and method do not ‘suit’ 
every person due to the ‘fuzziness’, but fuzzy branding problems may demand 
fuzzy methods to identify them and matching people to participate. This is why 
the title of this thesis, “Birds of a feather flock together”, was chosen; people with 
similar interests or mindsets stick together.  
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guidance, support and enthusiasm. Next, I would like to thank my second 
reviewer, Tessa op den Buijs, for her support and expertise in quantitative data 
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1. Introduction 
 
The aim of this thesis is to contribute to the branding constellation theme by 
researching the psychological profile of the participants. In this chapter, first the 
problem identification is introduced in section 1.1. Section 1.2 describes the 
branding constellation technique. Then the positioning of this study within the 
theme is covered in section 1.3. Section 1.4 focuses on the approach of this study 
within the branding constellation theme, namely on the personality of the 
participants in the branding constellation. Finally, section 1.5 presents the 
research questions.  
 
1.1 Problem identification 
 
This section covers branding problem identification. Subsection 1.1.1 discusses 
problem identification in general and in marketing research, whereas subsection 
1.1.2 deals specifically with problem identification in branding. 
 
1.1.1 Problem identification in general and in marketing research 
 
The focus of the branding constellation theme and of this thesis is on the first 
phase of identifying and defining marketing opportunities and problems, and 
specifically on branding opportunities and problems. Branders have to make sure 
they work on the right problem. Yadav & Korukonda (1985)1 see problem 
identification as a process of ‘designing problems’ and problem definition as a 
process of ‘discovering problems’. Rowley (1999)2 states that problem 
identification is about ‘dealing with a kind of problem’ and problem definition is 
about ‘handling the nature of the problem’. However, in general, in marketing 
literature the terms problem identification and problem definition seem to be used 
interchangeably. 
 
Chapman (1989)3 states that problem definition is the most important stage of the 
marketing research process. According to him, the brander often does not know 
what exactly the problem is. Reasons for this are that marketing problems 
generally do not have obvious steps or parts (Chapman, 1989)4; there is no 
obviously right or wrong ‘answer’; and the problems are buried under a heap of 
symptoms, memos, records, opinions, and egos. Furthermore, branders – as 
normal people – are over-sensitive to some parts of information at the expense of 
other parts. Due to ‘laziness’ of people, they simply rely on accessible or salient 
information to make rather simple inferences about the attitude object.  
                                                 
1  Yadav & Korukonda (1985), Management of Type III Error in Problem Identification, Interfaces 
(Vol. 15: 60, No 4, p 55-60) 
2 Rowley (1999), Towards a Customer Perspective on Information Behaviour Research, Information 
Services & Use (1999: Vol 19, p 29) 
3 Chapman, R. (1989), Problem-Definition in Marketing Research Studies, Journal of Services 
Marketing (1989: Vol. 6, No. 2, p 51) 
4 Chapman, R. (1999) Problem-Definition in Marketing Research Studies, Journal of Services 
Marketing (1999: Vol 3, No 3, p 67) 
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They have a tendency to prefer objects to which they have been exposed more 
frequently, and to make their choices based on intuition rather than a rational 
thought process (Remarque, 2005)5.  When stuck on a problem, one tends to 
follow its mindset and this could be counter-productive if a problem is involved 
that has not been encountered before. In order to find a satisfactory solution, 
creative thinking is required. 
 
Moreover, Zaltman argues that marketers are only aware of about five percent of 
their thoughts (Zaltman, 2002)6. According to him, it is wrong to assume that the 
rest is not there. Items of memory are usually acquired passively in ways that are 
not conscious and some of these will only be recalled if triggered by a certain 
context, for example, or certain situations. The majority of stimuli that reach the 
brain are visual, not verbal in nature, and mostly unconscious. Therefore, 
branders have a lot of branding knowledge they are not aware of, which can be 
triggered if the right situation comes along.  
 
1.1.2 Problem identification in branding 
 
Many definitions of brands and branding exist; if one asked ten marketing 
professionals or branders to define the word ‘brand’, one might very well get ten 
different answers. Most of the answers found during this research had 
commonalities. According to Kapferer (1997)7, a brand can be identified not as a 
product but as the thing that gives meaning to the product and defines its identity 
in terms of both time and space. In his book 'Building Strong Brands' (1995), 
David Aaker suggests the brand is a 'mental box' and defines branding as 
managing brand equity: "A set of assets (or liabilities) linked to a brand's name 
and symbol that adds to (or subtracts from) the value provided by a product or 
service…" 8. According to Martinez & de Chernatony (2004)9, the function of a 
brand is to enable the customer to encode the functional as well as the emotional 
aspects of a product in his or her mind resulting in the capability to recognize 
differences among several competing products with similar offerings. Keller 
(1998)10 considers a brand a product that adds other dimensions; that 
distinguishes it in some way from other products designed to satisfy the same 
need. Brand dimensions are, for instance, a name, sign, symbol and logo that 
identify the goods and services of one seller and distinguish them from others. 
However, through personal experience, commercial messages, interpersonal 
communication and other means, a brand retrieves meaning with customers.  
 
 
                                                 
5 Remarque, D. (2005), De bewuste, betrouwbare, rationele consument bestaat niet, Tijdschrift voor 
Marketing (2005: Vol. 7/8, p 44/46) 
6 Zaltman, (2002) Hidden Minds, When it comes Mining Customers’ Views, we’ve only Scratched the 
Surface, Harvard Business Review (Issue 6, p 26/27) 
7 Kapferer, J-N. (1997). Strategic brand management: creating and sustaining brand equity long term. 
LondonKogan Page. 
8 http://www.buildingbrands.com/definitions/02_brand_definition.php
9 Martinez, E. & de Chernatony, L. (2004): “The effect of brand extension strategies upon brand 
image”, Journal of Consumer Marketing, (2004: Vol. 21, No. 1, p 14) 
10 Keller K.L. (1998), Building, Measuring, and Managing Brand Equity, Strategic Brand Management 
(1998: Vol.  3/4 p  9, 42, 67) 
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The power of a brand and all the thoughts, feelings, perceptions, beliefs, attitudes, 
behaviour and so on that result from the myriad of possible brand interactions, 
resides in the minds of customers. Keller refers to branding as enhancing brand 
equity, and to brand equity as the differential effect of a brand on consumer 
behaviour (1993)11.  According to Van der Vorst (2004)12, branding is continuous 
problem solving and like all ‘journeys’, it begins with the first step; problem 
identification.  
 
It is generally recognized that the problem of identifying opportunities (in 
marketing research literature generally called problem identification) is the most 
important phase in marketing (research) (Jurg, et al., 2008)13. According to Jurg et 
al., it is also generally agreed that marketing - and especially branding - problems 
are fuzzy, ill structured, and messy, and that they are open mismatches between 
what is and what might be, and that a systems perspective is needed.  
 
1.2 Branding constellation theme  
 
This section describes the branding constellation technique, which is the theme 
context. Subsection 1.2.1 focuses on the theory of the branding constellation 
theme, as well as its origin. In subsection 1.2.2, the procedure of the technique is 
explained.  
 
1.2.1 Branding constellation theme 
 
The branding constellation is a graduation theme within the studies of Master 
Supply Chain Management of the faculty of Management Science at the Dutch 
Open University. The theme was initiated in 2004. Within the theme, students 
follow Miles & Huberman (1984)14 and Yin (1994)15 as stacking comparable 
cases. In general, each researcher (student) examines one or more cases from one 
or multiple branders, using the same basic questions - with ‘leeway’ for 
uniqueness as it emerges.  
 
Bradbury & Bergmann (2000)16 refer to a research community as a deeply 
participative inquiry involving researchers as peers in a co-inquiry group. The 
researchers in the group move through cycles of action and reflection, checking 
the conclusions of earlier stages through explicit testing in later ones. In the case 
of the branding constellation community, students are encouraged to contact each 
other proactively to share updates, insights and discuss various aspects of their 
theses, under guidance of the theme coordinator.  
                                                 
11 Keller K.L. (1993), Conceptualizing, Measuring and Managing Customer-based Brand Equity, 
Journal of Marketing, (vol. 57, p 1-22) 
12 Van der Vorst, Branding: a systems theoretic perspective (2004: p 84) 
13 Jurg (2008), W., Bloemer, J., Doorewaard, J., Peelen, E. & Simons, R., Systems constellations- A 
better way to identify branding opportunities, Journal of Brand Management, 15 (4), 239/57, p1 
14 Miles, M.B. & Huberman, A.M., Qualitative Data Analysis (1984: p 18, 239/241) 
15 Yin, R.K., Case Study Research Design and Methods (1994:p  45/53, 139) 
16 Bradbury, H. & Bergmann Lichtenstein, B.M., Relationality in Organizational Research: Exploring 
the Space Between, Organization Science (2000: Vol. 11, No. 5, p 557) 
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Working in a research community such as this has several advantages over 
working individually: continuously new insights are generated (due to several 
viewpoints and diverse backgrounds), it protects against bias (through 
‘mirroring’), students learn to work as a team, share knowledge, advise each other 
and share best practices (by upfront ‘warning’ for common pitfalls, distribution of 
important articles), and it helps to work more effectively and efficiently (a ‘flying 
start’, receive shared feedback of one’s work), and as several cases share common 
ground, these dependencies enforce working together. A disadvantage might be 
that interaction and giving each other feedback demands considerable amounts of 
time, which does not contribute to the studies. Besides, clear expectations and 
commitments have to be made and kept regarding feedback, finishing of the 
studies in order to avoid interference with other research.  
While contacting each other is voluntarily and dependent on the students’ 
motivation and needs, the research theme agreed early on to review one and 
another’s thesis and give constructive feedback. Yin (1994)17 and Miles & 
Huberman (1984)18 advise these aspects as part of a research study. A substantial 
amount of the graduation project of each student is budgeted for giving feedback 
to others, with an advised 10% of the available time. 
 
1.2.2 Branding constellation technique 
 
The branding constellation as considered in the branding constellation theme 
results from the system constellation technique as developed from psychodrama 
and family therapy by Hellinger in the 1980s (Stam, 200519; Jurg, Bloemer & 
Doorewaard, 200520). The technique uses a spatial metaphor to create visual and 
sensory images. It is based on a connection between physical and psychological 
space, the fact that people structure elements of an image in spatial terms. Jurg, 
Bloemer & Doorewaard (2005)21 examine the branding constellation as a 
technique for the first step in marketing research; identification of branding 
problems and opportunities. This seems logical as marketing researchers feel 
comfortable with thinking in organic metaphors in terms of brands-as-people 
according to them and to have used personification techniques since the 1970s 
(Van der Vorst, 2004)22.  
 
According to Jurg et al. (2008)23, the branding constellation procedure consists of 
seven steps:  
In Step 1 of the system constellation procedure, the brander has a dialogue with a 
systems analyst on his feeling of mismatch between the current and the potential 
brand equity. This dialogue is held before an audience some of whom are 
assigned to participate in the branding constellation. In this step, the brand name 
is not mentioned as previous branding constellations.  
                                                 
17 Yin, R.K., Case Study Research Design and Methods (1994: p 144-146) 
18 Miles, M..B. & Huberman, A.M., Qualitative Data Analysis (1984: p 230-236, 242-243) 
19 Stam, J.J., Het verbindend veld, organisatieopstellingen in de praktijk (2005: p 85-87) 
20 Jurg W, Bloemer J. & Doorewaard H., The Branding Constellation, EMAC paper (2006: p 1/9) 
21 Jurg W, Bloemer J. & Doorewaard H., The Branding Constellation, EMAC paper (2006: p 1/9) 
22 Van der Vorst, R., Branding, A systems theoretic perspective (2004: 25-41, 51,) 
23 Jurg (2008), W., Bloemer, J., Doorewaard, J., Peelen, E. & Simons, R., Systems constellations- A 
better way to identify branding opportunities, Journal of Brand Management, 15 (4), 239/57, p 5-6 
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Step 2 continues the dialogue with an opportunity to deal with this problem. Step 
3 discusses the root definitions: the brand elements that are perceived to play a 
key role in this problem. In Step 4, the brander intuitively chooses people from the 
audience to represent these key brand elements. These embodied human 
representatives of the core elements in the branding problem are called ‘stand-ins’. 
The selected persons are positioned in the conference room by the brander, at 
places that intuitively feel right for the brander. This process results in the so 
called ‘projection constellation’ that shows the brander an embodied spatial 
metaphor of his/ her brand systems perspective on the experienced branding 
problem. Subsequently, the analyst questions stand-ins on how they feel, to whom 
they feel attracted and whom they want to turn away from. Next, the brander 
constellates the stand-ins for the considered branding opportunity; in the second 
constellation of the case study by replacing the current brand name by a new 
name. This is followed by another questioning of the stand-ins on whether their 
emotions have changed and — if so — how. Then, the analyst and the brander 
find out under what conditions this change triggers a positive feedback loop 
between stand-ins, resulting in a vision constellation showing a solution direction. 
Step 5 generates verbal insights into the opportunity by comparing the emotions 
generated among the stand-ins in step 4 to the ‘real world’. In Step 6, the brander 
decides on the intuitive feasibility of the opportunity. Finally, Step 7 briefs a 
marketing agency on challenging the intuitive feasible opportunity.  
 
1.3 Positioning thesis within the theme 
 
This thesis studies the characteristics of managers that were willing to conduct a 
branding constellation, as it is important to know for whom branding 
constellations are useful. The subject of this thesis is explained in more detail in 
subsection 1.4. First, subsection 1.3.1 places this thesis in the context of the other 
theses within the theme. The types of studies and the usefulness of different 
aspects used in the theme are discussed. Subsection 1.3.2 describes the leeway of 
the research studies within the theme. 
 
1.3.1 Previous studies within the theme 
 
Until this thesis, there have been three kinds of case study approaches within the 
theme based on Bradbury & Bergmann Lichtenstein (2000).24 The first is the 
standard third-person case study, which is a design in which a student does 
research into the branding constellation of a brander that he or she had been 
unfamiliar with until that moment. The second variant is the second-person case 
study, in which the student examines the branding constellation of a brander and 
a branding problem known to him or her. The third variant is the first-person 
research in which a student introspectively investigates the branding constellation 
done by himself or herself as a brander.  
Besides three kinds of study approach, three types of branding constellation 
settings can be distinguished.  
                                                 
24 Bradbury, H. & B.M. Bergmann Lichtenstein, ‘Relationality in Organizational Research - Exploring 
the Space Between’, Organization Science (2000: p 551-564) 
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First, the brand-lay setting in which a brander puts forward a research question in 
a setting of people interested in experiencing the system constellation and not 
interested in brands (‘laymen’). These can be referred to as public demonstrations. 
Second, the brander-only setting, where a brander puts forward a research 
question in a setting of branders only. Third, the expert seminar setting, in which 
a brander puts forward a research question in a setting of marketing experts. Table 
1.1 visualizes the different theses split by the type of case study approach. 
 
Table 1.1 Overview of Finished and Current Students per Type of Case Study 
 
First person Case 
Study 
Second-person Case 
Study 
Third-person Case 
Study 
Gomersbach (3-2004) Van Geel (1-2004) Van Zwienen (6-2005) 
Local Rabobank, 2004 Legermuseum, 2004 Blooming 2003/2004 
Davidse (5-2005) Siezen (2-2004) Van Meer (7-2005) 
DE&SP, 2004  Stork Fokker, 2003 2004 Expert cases 
Mathijssen (4-2005) Van Mechelen (8-2005) 
RSM, March 2004 / October 2004 KPN Mobile, 2002 
De Velde Harsenhorst (10-2006) Simons (9-2005) 
EODD, 12 October 2004 / 21 October 2004 MultiCopy, June 2002 / 
November 2002 
De Heij (11- 2006) Stroo (12-2006) 
SKBA, 2004 
  
Sigma, October 2003 
Holwerda (13-2006) Harrewijn (14-2006) 
Philips-LG, 2004 
  
Friso, November 2002 
Ten Have (18 -2007) Labots (15-2006) 
Lipton, 2007 2003/2004 Expert cases 
Vertregt (19-2007) Blootens (16-2006)   
GTI, 2005 Hooghoudt, 2003/4/5 
Schuurman (17-2006)     
Alex 2003/2004 
Brandjes (2008-) Meijer (20-2008) Claus (21-2008) 
Kardex 2008 Local Rabobank, 2005 Myers-Briggs Test 
Karel  Van Eeuwen  
Comfort in Wonen 2008 
Halters  
IDS-Scheer,2008 LYNC, 2003/2004 
Van den Lieshout  Oost  
VVD, 2008                   2008 
 Van den Hengel 
 Max Havelaar, 2008 
  
 
Legend:   = finished     = ongoing 
 
 
This thesis cannot easily be positioned in this table, for this thesis is the first thesis 
that does not consider the usefulness of branding constellation in a case study 
approach. By investigating the characteristics of managers who participate in 
branding constellations, a new scope of research is introduced within the branding 
constellation theme.  
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Nevertheless, for the sake of completeness this thesis is placed in the column 
‘third person case study’, since it most resembles its characteristics.  
 
Usefulness has many dimensions within the theme one has changed its name 
during the theme: relevance, which originated as content validity. This change of 
name was considered necessary as the original definition of content validity - as 
the degree to which branding constellation insights were connected to the 
brander’s initial problem formulation - was thought to contradict the soft systems 
approach underlying the technique (Simons, 2005). The major dimensions today 
are relevance, construct validity, theoretical validity, reliability and precision 
(Vertregt, 2008)25 (Harrewijn, 2006)26 (Labots, 2004)27 et al. 
 
On relevance, it is generally concluded that branding constellations generate many 
insights into the problem that are considered true by the branders. First-person 
students generally conclude that most of their insights were generated during the 
transcription of the branding constellation and while writing their thesis.  
 
On construct validity, third-person students concluded that most marketing experts 
thought that the way the branding constellations were conducted could and 
should be improved, especially the interview, the choice of elements and the 
vision constellation. All students concluded that most of the interventions did not 
strengthen the stand-ins in the branding constellation. 
 
Until now, theoretical validity has only been studied by third-person students. Van 
Zwienen (2005) concluded that branding constellations should be approached as a 
metaphor, Van Meer (2005) as a process sense making in terms of Weick. Van 
Mechelen (2005) concluded that branding constellations should be approached as 
lateral thinking, Simons (2005) as a technique within the Soft Systems 
Methodology, Stroo (2006) as a process that both stimulates and originates from 
emotional intelligence. Labots (2006) concluded that branding constellations 
should be approached as a process that has to follow the principles of action 
theory. Furthermore, Harrewijn (2006) concluded that branding constellations 
might be seen as a variation in brainstorming. Schuurman (2006) chose a 
sociometric approach and concluded that the relationships between stand-ins in 
branding constellations are not significantly influenced by their distance and 
angle. Blootens (2007) studied field theory and concluded that field theory may be 
a useful metaphor to enhance understanding of branding constellations.  
 
On reliability, third-person students concluded that most marketing experts 
thought of the findings of the branding constellations as dependent on the 
personal choices of the facilitator and the personalities of the stand-ins.  
 
 
                                                 
25 Thesis Vertregt, The usefulness of the branding constellation: a third brand endorsement , 2007, 
Open University Netherlands 
26 Thesis Harrewijn, The usefulness of seeing what is lying behind: an advertisement campaign 
branding constellation study, 2006, Open University Netherlands  
27 Thesis Labots, Beyond the tip of the iceberg: the usefulness of the branding constellation in the 2003 
and 2004 marketing setting, 2006, Open University Netherlands 
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First-person and second-person students concluded that the insights from the 
branding constellation are partly in line with and partly complementary to those 
of the studied literature, the findings of interviews and questionnaires, and the 
historical analysis of the market and the brand.  
 
On precision, third-person students concluded that most marketing experts thought 
of the findings of the branding constellations as being ambiguous and hardly open 
to verification. However, all students concluded that many statements of the 
stand-ins seemed open to falsification. Although there are different thoughts on 
whether the statements of the abstract elements should be taken into account here, 
such as the brand name, or that the analysis should be confined to the statements 
of (groups of) persons. 
 
1.3.2 Leeway 
 
The leeway within the branding constellation theme is the scope and the point of 
view a student uses. By investigating the characteristics of managers that 
participate in branding constellations, a new scope of research within the branding 
constellation theme is introduced.  
 
In order to study similarities and differences in participants characteristics, a 
questionnaire based on a character profiling method, called the Myers Briggs 
Type Indicator (MBTI), is used. People that have participated in branding 
constellations were asked to fill out a survey to determine their character profile. 
The MBTI is chosen since it has been used worldwide over the past decades. 
MBTI assessment of type has been available in published form from 1956, 
although its development had started 15 years prior to that (Quenk, 1999)28. Over 
the years, it has been adapted and improved. Since 1975, it has become very 
popular and 30 million people have taken the test in between 1975 and 1999. 
Annually, 2 million people take the test.  
 
Besides this survey, participants were asked additional general questions with 
respect to age, gender, education, type of work, etc. The results of this survey 
were compared to other (MBTI) studies concerning the personality of managers, 
to find out if ‘regular’ managers and managers that have participated in branding 
constellations are different in terms of personality characteristics. 
 
1.4 Research questions 
 
This section describes the research problem. Subsection 1.5.1 contains the 
theoretical research objective. Subsection 1.5.2 discusses the research questions 
and finally, 1.5.3 describes the research outline.  
 
                                                 
28 Quenk N, Essentials of the Myers-Briggs Type Indicator Assessment, 1999 p 11, John Wiley & Sons. 
Inc. 
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1.4.1 Research objective 
 
The aim of this thesis is to contribute to the branding constellation theme by 
categorizing the participants. This overall objective is divided into five sub-
objectives. The first sub-objective is to determine what characterises the Myers-
Brigs Type Indicator and to what degree it does (not) fit in with the branding 
constellation approach. The second sub-objective is to identify what previous 
studies have reported about the MBTI character traits of managers. The third sub-
objective is to identify significant dominant MBTI character traits of managers 
who conducted a branding constellation, and to find out if these are different from 
‘regular’ managers. The fourth sub-objective is to compare the opinion about 
usefulness of branding constellations of managers with dominant character traits 
to the opinion of other participants. Finally, the fifth sub-objective is to determine 
whether the character traits can also be attributed to other - non-personality - 
characteristics of these managers, such as age, education, gender, type of 
company, and type of job.   
 
1.4.2 Research questions 
 
The six sub-objectives defined above lead to the following research questions: 
 
1. What characterizes the Myers-Briggs test?  
2. What have studies reported about the MBTI character traits among 
managers?  
3. Are there any significant dominant character traits among the participating 
managers, and are these traits different from ‘regular’ managers? 
4. Do these dominant character traits have a significant influence on the 
opinions of usefulness of branding constellations? 
5. Can the opinions about the degree of usefulness also be attributed to other 
features of these managers?  
6. Do other features of the participating managers have a significant influence 
on character traits? 
 
The next subsection presents the research outline for this thesis. 
 
1.4.3 Research outline 
 
In this first chapter, the research question of the theme and this thesis are 
presented by reflecting on (brand) problem identification, the branding 
constellation theme, and technique. Besides, six sub-objectives of this thesis are 
presented and the theory of Carl Jung and the Myers Brigs Type Indicator (MBTI) 
has been introduced. Chapter 2 elaborates on MBTI and the theory of Carl Jung. 
It discusses research questions one and two: the characterization of MBTI and its 
fit to the branding constellations as well as the findings regarding the division of 
managers based on character traits. Chapter 3 presents the data design for the 
research questions. The findings are presented in chapter 4. In chapter 5, 
managerial and theoretical implications are formulated and the thesis is reflected 
on. 
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2.  Psychological profiles and branding constellation 
 
This chapter addresses the first two research questions and elaborates on the 
theory of Carl Jung and Myers Briggs, while aiming for identifying characteristics 
of participating managers. The research questions are: 
1. What characterizes the Myers-Briggs test? 
2. What have Myers-Briggs test studies reported about (Jungian) character 
traits among managers? 
 
In the previous chapter, it was already clarified that in order to profile 
characteristics of participants, a questionnaire is commonly used. In addition, it 
has already ben mentioned that in this thesis the Myers-Briggs Type Indicator is 
used for this purpose. This chapter explains why this questionnaire based on the 
MBTI theory has been chosen.  It starts with a theoretical design of the first two 
research questions in section 2.1. The theory behind the MBTI, and its origin in 
the ideas of psychologist Carl Jung, are investigated in section 2.2 as well as the 
characteristics of the MBTI. In section 2.3, a description is given of what Myers-
Briggs studies, among others, have reported about the psychological types of Carl 
Jung in relation to profiling managers (research question 2). Finally, in section 2.4 
a conclusion is drawn based on the first two research questions. 
 
2.1  Theoretical design 
 
This section describes the theoretical design of the first two research questions, as 
stated in the preface of this chapter. The information to survey these two 
questions was retrieved in various ways. The psychological character traits of Carl 
Jung, combined in so-called “types”, are known both in literature and on Internet. 
The same applies to the Myers-Briggs Type Indicator. On 3 August 2007, Google 
presented 1,700,000 hits on ‘Karl Jung’ or ‘Carl Jung’ and 1,300,000 on “Myers 
Briggs”. Evidently, not all of these hits can be used for this thesis. Nonetheless, 
the internet is a good way to start a search for literature, because it presents 
various websites where to start from. Google introduced www.myersbriggs.org 
and www.capt.org. Both websites were very useful for finding inside information 
about the MBTI and the theory behind it. This information does not hold an 
academic source, but it can be used as background information. A lot of 
information can be found about the MBTI and its origin, for instance, and one 
can even take a free ‘MBTI’ on several websites, although obviously this is not the 
‘real’ test.   
 
The first step to find academic material was to use the academic search engines 
available at the study centre of the Open University, such as Ebsco, Emerald 
Insight and SSRN. Ebsco generated most relevant results. Various keywords were 
used, such as “MBTI”, “Myers Briggs”, “Psychological type”, and “Jungian 
type”. Several relevant journals were found about the (theory behind) 
psychological types. It was much harder, however, to find relevant journals about 
types or type characteristics that specify (brand) managers. Only one journal 
article was found, which referred to several relevant academic books.  
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Furthermore, the university library of Tilburg University was visited for further 
research. Here, too, journal articles on character traits of (brand) managers were 
not highly prevalent. A few books about the MBTI and Carl Jung were available. 
In addition, the library search engine indicated that some other books were in 
stock at the Netherlands Defence Academy (NLDA). To fill the literary gap about 
character traits or characteristics that specify (brand) managers, various librarian 
search engines were used with keywords such as ‘(brand) manager 
characteristics’, ‘profiling managers’, ‘character of managers’ etc. A lot of relevant 
(background) literature, especially journals, were found this way, such as Stricker, 
L J; Ross, J (1964) An Assessment of Some Structural Properties of the Jungian 
Personality Typology. Journal of Abnormal and Social Psychology; Hunsley J, Lee 
CM, Wood JM (2004), Controversial and questionable assessment techniques. 
Science and Pseudoscience in Clinical Psychology; Lilienfeld SO, Lohr JM, Lynn SJ 
(eds.). Guilford, p. 65, Pittenger, D.J. (1993) Measuring the MBTI...And Coming 
Up Short. Journal of Career Planning & Placement. 
 
2.2 MBTI 
 
In this section, the theory and origin of the Myers Briggs Type Indicator are 
discussed, and therefore it answers the first part of research question 1: “What 
characterizes the MBTI?” As described previously, the origin of the MBTI can be 
found in the psychological types of Carl Jung. The first subsection, 2.2.1, 
addresses the ideas of Carl Jung. The next subsection, 2.2.2, elaborates on the 
psychological types of Myers and Briggs and the associated test, called the Myers 
Briggs Type Indicator.   
 
2.2.1 Psychological types of Carl Jung 
 
Carl Jung was born as Karl Gustav Jung (July 26, 1875, Kesswil, – June 6, 1961, 
Küsnacht). He was a Swiss psychiatrist and founder of analytical psychology 
(Myers, 1985)29. Jung's unique and broadly influential approach to psychology 
emphasized understanding the psyche through exploring the worlds of dreams, 
art, mythology, world religion, and philosophy. His most notable contributions 
include his concept of the psychological archetype, the collective unconscious, 
and his theory of synchronicity.  
The often-misunderstood terms ‘extravert’ and ‘introvert’ derive from this work. 
In Jung's original usage, the extraversion is an ‘outward-turning of libido’ (Jung, 
1984)30, whereas introversion is an ‘inward-turning of libido’. Every person has 
both the introversion and the extraversion mechanisms, and the collectively 
dominant type determines whether an individual is introvert or extravert. 
According to Jung, the conscious psyche is an apparatus for adaptation and 
orientation, and consists of a number of different psychic functions. Among these, 
the following four basic functions can be distinguished (Myers, 1985): 31
 
                                                 
29 Myers, I., MBTI® Manual: A Guide to the Development and Use of the Myers-Briggs Type 
Indicator, 1985, p 16  
30 C.G. Jung, Psychologischen Typen, 1984, p 34, p 111 
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- sensing - perception by means of sense organs;  
- intuition - perceiving in an unconscious way or perception of unconscious 
contents;  
- thinking - function of intellectual cognition; the forming of logical conclusions;  
- feeling - function of subjective estimation. 
 
According to Myers, thinking and feeling functions are rational, while sensing 
and intuition are non-rational. Myers states that, according to Jung, rationality 
consists of figurative thoughts, feelings or actions with reason: a point of view 
based on objective value, which is set by practical experience. Non-rationality is 
not based on reason. Jung notes that elementary facts are also non-rational, not 
because these are illogical but because, as thoughts, they are not judgments. 
 
With any person, the degree of introversion/extraversion of one function can be 
quite different from that of another function. Generally, people tend to favour 
their most developed, superior function, while one could broaden one’s 
personality by developing other functions. In relation to this, Jung noted that the 
unconscious often tends to reveal itself most easily through a person's least 
developed, inferior function. The encounter with the unconscious and 
development of the underdeveloped function(s) thus tend to progress together. 
 
2.2.2 Indicating psychological types (by use of MBTI) 
 
In section 2.2.2.1, the MBTI is discussed in detail. Section 2.2.2.2 describes critics 
on MBTI.  
 
2.2.2.1 The Myers Briggs Type Indicator 
 
The Myers-Briggs Type Indicator (MBTI) is a personality test designed to assist a 
person in identifying significant personal preferences. Katharine Cook Briggs and 
her daughter Isabel Briggs Myers developed the Indicator during World War II, 
and its criteria follow from Karl Jung's theories in his work ‘Psychological Types’. 
The Indicator is frequently used in the areas of pedagogy, group dynamics, 
employee training, leadership training, marriage counselling, and personal 
development31. 
 
In 1923, Jung's ‘Psychological Types’ was published in English (having first been 
published in German in 1921). Katharine Briggs's first publications are two 
articles describing Jung's theory in the journal ‘New Republic’ in 1926 (Meet 
Yourself Using the Personality Paint Box) and 1928 (Up From Barbarism). In 1929, 
Katharine Briggs' daughter, Isabel Briggs Myers, wrote a prize-winning mystery 
novel Murder Yet to Come, using typological ideas. She added to her mother's 
typological research, which she would progressively take over entirely. In 1942, 
the ‘Briggs-Myers Type Indicator®’ was created, and the Briggs Myers Type 
Indicator Handbook was published in 1944.  
                                                 
31 Myers, I., MBTI® Manual: A Guide to the Development and Use of the Myers-Briggs Type 
Indicator, 1985, p 19 
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The indicator changed its name to the modern form (Myers-Briggs Type Indicator®) 
in 1956.32 The indicator differs from standardized tests and others measuring 
traits, such as intelligence. Instead, it classifies people's preferred types. According 
to Myers-Briggs Theory, while types and traits are both inborn, traits can be 
improved akin to skills, whereas types, if supported by a healthy environment, 
naturally differentiate over time. The indicator attempts to tell the order in which 
this takes place in each person, and it is that information, combined with 
interviews held with others who have indicated having the same preferences, that 
the complete descriptions are based on. The indicator then, is akin to an arrow, 
which attempts to point in the direction of the proper description. The facet of the 
theory that posits that the features being sorted for are in fact types, and not traits, 
which can be improved by means of practice, is hotly debated. 
 
The types the MBTI sorts for, known as dichotomies, are extraversion / 
introversion, sensing / intuition, thinking / feeling and judging / perceiving. 
Participants are given one of 16 four-letter abbreviations, such as ESTJ or INFP, 
indicating their preferences. Jung used the dichotomies introversion / 
extraversion, sensing / intuition and thinking / feeling. Katharine Briggs and 
Isabel Myers added dichotomy judging / perceiving. As mentioned before, one of 
the two dichotomies dominates the other, which is called a person’s preference. 
People’s preferences can be described as follows: 
 
The terms Introvert and Extravert (I or E) are referred to as attitudes and show 
how a person orients and receives his or her energy. In the extraverted attitude, 
the energy flow is outward, and the preferred focus is on other people and things, 
whereas in the introverted attitude, the energy flow is inward, and the preferred 
focus is on one's own thoughts, ideas and impressions.  
 
Sensing and iNtuition (S or N) are the perceiving functions. These are the non-
rational functions, as a person does not necessarily have control over receiving 
data, but only on how this is processed once it has been received. Sensing people 
tend to focus on the present and on concrete information gained from their senses. 
Sensing prefers to receive data primarily from the five senses. Intuitives tend to 
focus on the future, with a view toward patterns and possibilities. This type of 
person prefers to receive data from the subconscious, or seeing relationships via 
insights.  
 
Thinking and Feeling (T or F) are the decision making (judging) calculus 
functions. People in this category strive to make rational choices, using the data 
received from their perceiving functions, above. Thinking people tend to base 
their decisions on logic "true or false, if-then" connections and on objective 
analysis of cause and effect. Feeling people tend to base their decisions primarily 
on values and on a subjective evaluation of person centred concerns. Feelings use 
"more or less, better-worse" evaluations. It can be said that thinkers decide by 
using their heads, while feelers decide by using their hearts.  
                                                 
32 University of Florida (2003) Guide to the Isabel Briggs Myers Papers 1885-1992, George A. 
Smathers Libraries, Department of Special and Area Studies Collections, Gainesville, FL. (2003, p 33) 
Retrieved December 5, 2005
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When Thinking or Feeling is extraverted, decisions tend to rely on external 
sources and generally accepted rules and procedures. When introverted, Thinking 
and Feeling decisions tend to be subjective, relying on internally generated ideas 
for logical organization and evaluation.  
 
Judging and Perceiving (J or P) reveals the specific attitudes of the functions. J or 
P records which of the strongest of the judging or perceiving functions is 
outwardly displayed. People who prefer judging tend to like a planned and 
organized approach to life and prefer to have things settled. People who prefer 
Perceiving tend to like a flexible and spontaneous approach to life and prefer to 
keep their options open.  
 
The interaction of two, three, or four preferences is known as ‘type dynamics’, 
and when dealing with a four-preference combination this is called a ‘type’. In 
total, there are 16 unique types, and many more possible two and three letter 
combinations, which each have their own descriptive name. Additionally, it is 
sometimes possible to observe the interactions that each preference combination 
has with another combination, although this is more unorthodox. Complete 
descriptions contain the unique interactions of all four preferences in that person, 
and these are typically written by licensed psychologists based on data gathered 
from thousands of interviews and studies. The Center for Applications of 
Psychological Type (CAPT) has released short descriptions on the internet.  
In table 2.1 below, the types are conveniently arranged.  
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Table 2.1 Descriptions of ‘type’ 
 
 
  Sensing Types Intuitive Types 
ISTJ ISFJ INFJ INTJ 
Quiet, serious, earn success 
by thoroughness and 
dependability. Practical, 
matter-of-fact, realistic and 
responsible. Decide logically 
what should be done and 
work toward it steadily, 
regardless of distractions. 
Take pleasure in making 
everything orderly and 
organized: one’s work, home 
life. Value traditions and 
loyalty. 
 
Quiet, friendly, responsible, and 
conscientious. Committed and 
steady in meeting one’s 
obligations. Thorough, 
painstaking, and accurate. 
Loyal, considerate, notice and 
remember specifics about 
people who are considered 
important, concerned with how 
others feel. Strive to create an 
orderly and harmonious 
environment at work and at 
home. 
 
Seek meaning and connection 
in ideas, relationships, and 
material possessions. Want to 
understand what motivates 
people and are insightful about 
others. Conscientious and 
committed to their firm values. 
Develop a clear vision about 
how best to serve the common 
good. Organized and decisive 
in implementing their vision. 
 
 
Have original minds and great 
drive for implementing their 
ideas and achieving their 
goals. Quickly see patterns in 
external events and develop 
long-range explanatory 
perspectives. When 
committed, organize a job and 
carry it through. Sceptical and 
independent, have high 
standards of competence and 
performance---for themselves 
and others. 
 
ISTP ISFP INFP INTP 
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Tolerant and flexible, quiet 
observers until a problem 
appears, then act quickly to 
find workable solutions. 
Analyze what makes things 
work and readily get through 
large amount of data to 
isolate the core of practical 
problems. Interested in cause 
and effect, organize facts 
using logical principles, value 
efficiency. 
Quiet, friendly, sensitive, and 
kind. Enjoy the present moment, 
what is presently going on. Like 
to have their own space and to 
work within their own time 
frame. Loyal and committed to 
their values and to people who 
are important to them. Dislike 
disagreements and conflicts, do 
not force opinions or values on 
others. 
 
Idealistic, loyal to their values, 
and to people who are 
important to them. Want an 
external life that is congruent 
with their values. Curious, 
quick to see possibilities, can 
be catalysts for implementing 
ideas. Seek to understand 
people and to help them fulfil 
their potential. Adaptable, 
flexible, and accepting unless 
a value is threatened. 
Seek to develop logical 
explanations for everything 
that interests them. Theoretical 
and abstract, interested more 
in ideas than in social 
interaction. Quiet, contained, 
flexible, and adaptable. Have 
unusual ability to focus in 
depth to solve problems in 
their area of interest. 
Sceptical, sometimes critical, 
always analytical. 
ESTP ESFP ENFP ENTP 
Flexible and tolerant, one 
takes a pragmatic approach 
focused on immediate 
results. Theories and 
conceptual explanations are 
perceived as boring---one 
wants to act energetically to 
solve the problem. Focus on 
the here-and-now, 
spontaneous, enjoy each 
moment that one can be 
active with others. Enjoy 
material comforts and style. 
Learn best by doing. 
Outgoing, friendly, and 
accepting. Exuberant lovers of 
life, people, and material 
comforts. Enjoy working with 
others to make things happen. 
Bring common sense and a 
realistic approach to their work, 
and make work fun. Flexible 
and spontaneous, adapt readily 
to new people and 
environments. Learn best by 
trying a new skill with other 
people. 
Warmly enthusiastic and 
imaginative. See life as full of 
possibilities. Make connections 
between events and 
information very quickly, and 
confidently proceed based on 
the patterns they see. Want a 
lot of affirmation from others, 
and readily give appreciation 
and support. Spontaneous and 
flexible, often rely on their 
ability to improvise and their 
verbal fluency.  
Quick, ingenious, stimulating, 
alert, and outspoken. 
Resourceful in solving new 
and challenging problems. 
Adept at generating 
conceptual possibilities and 
then analyzing them 
strategically. Good at reading 
other people. Bored by routine, 
will seldom do the same thing 
the same way, apt to turn to 
one new interest after another. 
 
ESTJ ESFJ ENFJ ENTJ 
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Practical, realistic, matter-of-
fact. Decisive, quickly move 
to implement decisions. 
Organize projects and people 
to get things done, focus on 
getting results in the most 
efficient way possible. Take 
care of routine details. Have 
a clear set of logical 
standards, systematically 
follow them and wants others 
to do the same. Forceful in 
implementing plans. 
 
Warm-hearted, conscientious, 
and cooperative. Want harmony 
in their environment, work with 
determination to establish it. 
Like to work with others to 
complete tasks accurately and 
on time. Loyal, follow through 
even in small matters. Notice 
what others need in their day-
by-day lives and try to provide it. 
Want to be appreciated for who 
they are and what they 
contribute.   
 
Warm, empathetic, 
responsive, and responsible. 
Highly attuned to the 
emotions, needs, and 
motivations of others. Find 
potential in everyone, want to 
help others fulfil their potential. 
May act as catalysts for 
individual and group growth. 
Loyal, responsive to praise 
and criticism. Sociable, 
facilitate others in a group, and 
provide inspiring leadership. 
 
Frank, decisive, assume 
leadership readily. Quickly see 
illogical and inefficient 
procedures and policies, 
develop and implement 
comprehensive systems to 
solve organizational problems. 
Enjoy long-term planning and 
goal setting. Usually well 
informed, well read, enjoy 
expanding their knowledge 
and passing it on to others. 
Forceful in presenting their 
ideas. 
 
www.capt.org 
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2.2.2.2 Critics 
 
Academic psychologists have criticized the Myers-Briggs Type Indicator in 
research literature, claiming that it “lacks convincing validity data” (Stricker & 
Ross, 196433; Hunsley & Wood, 200434) and that it is an example of the Forer 
effect (McCrae & Costa, 198935; Carroll, 200436). This criticism is explained 
below. 
 
On validity, the scientific basis of the MBTI is questioned. Neither Katharine 
Cook Briggs nor Isabel Briggs Myers had any scientific qualifications in the field 
of psychometric testing. Furthermore, Carl Jung's theory of psychological type, 
which the MBTI attempts to operationalize, is not based on any scientific studies. 
Jung's methods primarily included introspection and anecdote, methods largely 
rejected by the modern field of cognitive psychology.31 The statistical validity of 
the MBTI as a psychometric instrument has also been subject to criticism, in 
particular the dichotomous scoring of dimensions. Scores were expected, for 
instance, to show a bimodal distribution with peaks near the ends of the scales. 
However, scores on the individual subscales are actually distributed in a centrally 
peaked manner similar to a normal distribution. There is a cut-off at the centre of 
the subscale such that a score on one side is classified as one type, and a score on 
the other side as the opposite type. This fails to support the concept of type, for 
the norm is for people to be positioned near the middle of the subscale.  
It has been estimated that between a third and half of the published material on 
the MBTI has been produced for conferences of the Center for the Application of 
Psychological Type (which provides training in the MBTI) or as papers in the 
Journal of Psychological Type (which is edited by Myers-Briggs advocates). It has 
been argued that this reflects a lack of critical scrutiny.  
On reliability, the test has been interpreted as being low, with test re-takers often 
being assigned a different type. According to surveys performed by the proponents 
of Myers-Briggs, the highest percentage of people who fell into the same category 
on the second test is only 47%. Furthermore, a wide range of 39% - 76% of those 
tested fall into different types upon retesting weeks or years later, and many 
people's types were also found to vary along the time of the day.32 Sceptics claim 
that the MBTI lacks falsifiability, which can cause confirmation bias in the 
interpretation of results with the terminology of the MBTI. This might be so 
vague that it allows any kind of behaviour to fit any personality type, resulting in 
the ‘Forer effect’, where an individual gives a high rating to a positive description 
that supposedly applies specifically to him or her. Therefore, when asking people 
to compare their preferred type to the one assigned by the MBTI, only half of 
them select the same profile.  
                                                 
33 Stricker, L J; Ross, J (1964) An Assessment of Some Structural Properties of the Jungian Personality 
Typology. Journal of Abnormal and Social Psychology, 68(1): p 62-71 
34 Hunsley J, Lee CM, Wood JM (2004). Controversial and questionable assessment techniques. 
Science and Pseudoscience in Clinical Psychology, Lilienfeld SO, Lohr JM, Lynn SJ (eds.). Guilford, 
p. 65 
35 McCrae, R R; Costa, P T (1989) Reinterpreting the Myers-Briggs Type Indicator From the 
Perspective of the Five-Factor Model of Personality. Journal of Personality, 57(1): p 17-40 
36 Carroll, Robert Todd (January 9, 2004). Myers-Briggs Type Indicator®. The Skeptic's Dictionary.  
(2004, p 72) Retrieved January 8, 2004 
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Nonetheless, the MBTI is extremely popular among companies, psychological 
test agencies, and HR managers. Why is that? “When you understand your type 
preferences, you can approach your own work in a manner that best suits your 
style, including how you manage your time, problem solving, best approaches to 
decision making, and dealing with stress. Knowledge of type can help you deal 
with the culture of the place you work in, the development of new skills, 
understanding your participation in teams, and coping with change in the 
workplace”.37 HR managers in companies often use it to build high performance 
teams. Nowadays, it is applied to organization development, business 
management, education, training and career counselling. 
 
2.3 MBTI and (participants in) branding constellations 
 
This section consists of two subsections. Subsection 2.3.1 describes what is 
pointed out in theory about the psychological profile of ‘the manager’. It aims to 
answer research question 2: “What have Myers-Briggs test studies reported about 
(Jungian) types among (brand) managers?” To describe the personality of ‘regular’ 
managers, different sources of (psychological) literature is used. Subsection 2.3.2 
addresses the degree to which MBTI does (not) fit in with the branding 
constellation approach.  
 
2.3.1 Psychological profile of the ‘regular’ manager 
 
One of the MBTI books used most is ‘Essentials of Myers-Briggs Type Indicator 
Assessment’ by Quenk (1999). Besides, ‘Gifts differing’ by Briggs Myers and 
Myers (1995) and ‘Type talk at work’ by Kroeger, Thuesen and Rutlegde (2002) 
are also commonly used. These books can give an insight into the characteristics 
that are commonly found in managers. In the following table (Table 2.2), different 
character traits for the different dichotomies of the types are given. 34
 
 
 
 
 
                                                 
37 Myers I, Myers P (1995) Gifts differing; understanding your personality type, Davies-Black 
publishing (1995, p 44-45) 
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Table 2.2: Character traits for the different dichotomies of the types (Myers I., Myers P. 1995) 
 
Extraverted types Introverted types 
- Like variety and action 
- Tend to be faster, dislike complicated 
procedures 
- Often good at greeting people 
- Often impatient with long, slow jobs 
- Interested in the results of their jobs, in getting 
it done and how people do it 
- Often do not mind the interruption of 
answering the telephone 
- Often act quickly, sometimes without thinking 
- Like to have people around 
- Usually communicate freely 
- Like a quiet workplace for concentration 
- Tend to be careful with details, dislike 
sweeping statements 
- Have trouble remembering names and faces 
- Tend not to mind working on a project for a 
long time uninterruptedly 
- Are interested in the idea behind their job 
- Dislike telephone intrusions 
- Like to think a lot before they act, sometimes 
even without acting 
- Work contently alone 
- Have sometimes communication problems  
Sensing types Intuitive types 
- Dislike new problems, unless there are 
standard ways to solve them 
- Like an established way of doing things 
- Enjoy using skills already learned more than 
learning new ones 
- Work more steadily with a realistic idea of 
how long it will take 
- Usually reach a conclusion step by step 
- Are patient with routine details 
Are impatient when details get complicated 
- Are often uninspired, and rarely trust the 
inspiration when they are inspired 
- Seldom make errors of fact 
- Tend to be good at precise work 
- Like solving new problems 
- Dislike doing the same thing repeatedly 
- Enjoy learning a new skill more than using it 
- Work in bursts of energy powered by 
enthusiasm, with slack periods between 
- Reach a conclusion quickly 
- Are impatient with routine details 
- Are impatient with complicated situations 
- Follow their inspiration, good or bad 
- Frequently make errors of fact 
- Dislike taking time for precision 
Thinking types Feeling types 
-Do not show emotion readily and are often 
uncomfortable dealing with people’s feelings 
- May hurt people’s feelings without knowing it 
- Like analysis and putting things into logical 
order. Can get along with harmony 
- Tend to decide impersonally, sometimes 
paying insufficient attention to people’s wishes 
- Need to be treated fairly 
- Are able to reprimand people or fire them if 
necessary 
- Are more analytically oriented- respond more 
easily to people’s thoughts 
- Tend to be firm minded 
- Tend to be very aware of other people and 
their feelings 
- Enjoy pleasing people, even in important 
things 
- Like harmony- efficiency may be badly 
disturbed by office feuds 
- Often let decisions be influenced by their own 
or people’s personal likes and wishes 
- Need occasional praise 
- Dislike telling people unpleasant things 
- Are more people-orientated; respond more 
easily to people’s values 
- Tend to be sympathetic 
 
Judging types Perceptive types 
- Work best when they can plan their work and 
follow their plan 
- Like to get things settled and finished 
- May decide things too quickly 
- May dislike to interrupt the project they are 
on, for a more urgent one 
- May not notice new things that need to be 
done 
- Want only the essentials needed to begin their 
work 
- Tend to be satisfied once they reach a 
judgment on a thing, situation, or person 
- Adapt well to changing situations 
- Do not mind leaving things open for 
alterations 
- May have trouble making decisions 
- May start too many projects and have 
difficulty in finishing them 
- May postpone unpleasant jobs 
- Want to know all about a new job 
- Tend to be curious and welcome new light on 
a thing, situation, or person 
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From different sources in literature, the next characteristics apply to managers. 
According to Jaafar et Al. (2006)38, they have a high need for achievement 
motivation (pursuit of excellence, work ethic and dominance) that explains 
business success.  Dulewicz and Highs (2005)39 claim that managers have to be 
goal oriented, involved, and engaging. In the book ‘Type at work’, Kroeger et al. 
(2002)40 show that entry-level personnel, middle managers and upper 
management are highly Thinking-Judging.  
 
Tables 2.3, 2.4 and 2.5, derive from ‘Type at work’ (Kroeger et al., 2002) and 
show junior managers development, middle managers and upper managers. 
These findings span many industry sectors: banking, food processing, insurance, 
accounting, communications, high tech and a large sampling of government and 
military personnel.  
 
 
 
Table 2.3: Regular manager at entry level types and dichotomies  
(Kroeger et al, 2002) 
 
 
ISTJ 
19.0% 
ISFJ 
8.0% 
INFJ 
1.0% 
INTJ 
3.0% 
ISTP 
8.0% 
ISFP 
9.0% 
INFP 
5.0% 
INTP 
2.0% 
ESTP 
5.0% 
ESFP 
5.0% 
ENFP 
5.0% 
ENTP 
2.0% 
ESTJ 
16.0% 
ESFJ 
8.0% 
ENFJ 
2.0% 
ENTJ 
2.0% 
  Conclusion: 
E= 45% 
I= 55% 
J= 59% 
P= 41% 
S= 78% 
N= 22% 
T= 57% 
F= 43% 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
                                                 
38 Jaafar M., Ramayah M., Osman M, Manager characteristics and business success: a study among 
Malysian contractors, International Small Business Journal. 9(2), 53-63. 
39 Dulewicz, V.; Higgs, M., assessing leadership style, Journal of Managerial Psychology; 2005; 20, 
1/2; ABI/INFORM Global p 105 
40 Kroeger O, Thuesen M, Rutlegde H, Type at work (2002, p 277-280) 
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Table 2.4: Regular manager at middle management level types and dichotomies  
(Kroeger et al, 2002) 
 
 
 ISTJ 
29.6% 
ISFJ 
2.6% 
INFJ 
1.5% 
INTJ 
10.1%  
 
ISTP 
4.2% 
ISFP 
1.0% 
INFP 
1.4% 
INTP 
3.2% 
 
 
 ESTP 
3.3% 
ESFP 
1.1% 
ENFP 
1.3% 
ENTP 
6.0%  
 
ESTJ 
19.9% 
ESFJ 
2.8% 
ENFJ 
1.8% 
ENTJ 
9.9% 
 
 
 
 
 
 
 
Table 2.5: Regular manager at upper management level types and dichotomies  
(Kroeger et al, 2002) 
 
 
 ISTJ 
20.6% 
ISFJ 
1.7% 
INFJ 
0.6% 
INTJ 
11.2%  
 
ISTP 
3.9% 
ISFP 
0.1% 
INFP 
0.6% 
INTP 
5.5% 
 
 
 ESTP 
2.8% 
ESFP 
0.2% 
ENFP 
1.3% 
ENTP 
8.1%  
 
ESTJ 
22.8% 
ESFJ 
1.6% 
ENFJ 
1.1% 
ENTJ 
17.7% 
 
 
 
 
Conclusion: 
E= 55.6% 
I= 44.4% 
J= 77.3 % 
P= 22.7% 
S= 53.7% 
N= 46.3% 
T= 92.6% 
F= 7.4% 
Conclusion: 
E= 46.1 % 
I= 53.9% 
J= 78.2% 
P= 21.8% 
S= 64.5% 
N= 35.5% 
T= 86.2% 
F= 13.8% 
 
 
These tables show that Thinkers and Judgers will become leaders, Feelers and 
Perceivers disappear as the level of management rises. “Thinkers and Judgers 
create a production-oriented, accountable reward system in which goals, 
schedules and deadlines are more important than creativity, innovation and 
strategic planning.”41 It can be concluded that in middle and upper management, 
dichotomies T (thinking) and J (judging) are dominant. F (feeling) and P 
(perceiving) are the opposites of respectively T and J, and are not commonly 
found in general managers. 
 
2.3.2 MBTI versus branding constellation approach 
 
The fundamental idea behind the branding constellation concept is that there is no 
good holist, emotion-based technique to identify branding problems. People who 
participate are often branding or marketing managers.  
                                                 
41 Kroeger O, Thuesen M, Rutlegde H, Type at work,(2002, p 276) 
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As stated before in section 1.4.1, branding constellations have not been validated 
yet and managers who participated acted more ‘on a hunch’ than on scientific 
evidence. They may be more open to elusive things, make use of their intuition, 
and look for creative solutions. In other words, these people tend to use their 
perception and judgement in another, more open way and have a positive attitude 
toward new developments. This means that these people may have other 
dominant dichotomies than the ‘regular’ manager, who is generally dominant in 
Thinking (T) and Judging (J).  
 
Even though the conditions under which managers operate may sometimes limit 
or even preclude the use of rational analysis, it is nevertheless the norm in many 
organizational decision processes. Quoting Sadler-Smith and Shefy (2004)42: 
“Intuition, on the other hand, is often considered to be the antithesis of this 
approach and is usually overlooked or disregarded in decision making. However, 
in recent years there has been resurgence of interest in intuition, perhaps because 
of some dissatisfaction with rationality and its limits and also because some 
psychologists are now arguing that much of cognition occurs automatically 
outside of consciousness and in the realm of intuition”. In addition, Westcott 
(1986)45 argues that “A long tradition of management research using the MBTI 
has concluded that intuitive managers are more likely than other types to favour 
more abstract information and perceptual processes, be inclined toward idealistic, 
unconventional, and creative behaviours, and engage in strategic planning 
activities more frequently and effectively. Intuitive types tend also to feel self-
sufficient and trusting of their own judgment, able to live with ambiguities and 
uncertainties.”  
 
2.4 Conclusion 
 
In this chapter, the two first research questions were answered.  
1. What characterizes the Myers-Briggs test? 
2. What have Myers-Briggs test studies reported about (Jungian) character 
traits among managers? 
 
Concerning the first question, it can be concluded that the Myers-Briggs test is a 
commonly used test to characterize a personality profile, and therefore fits this 
thesis and the theme. 
 
Concerning the second question, it can be concluded that Thinking (T) and 
Judging (J) are common character traits among ‘regular’ managers, for Thinkers 
and Judgers create a production-oriented, accountable reward system in which 
goals, schedules and deadlines are more important than creativity, innovation and 
strategic planning. This leads to the following two sets of hypotheses: 
 
H0:  Compared to ‘regular managers’, ‘T’ is no more dominant in the population 
of managers who participated in the branding constellation  
                                                 
42 Sadler-Smith, E and Shefy, E Academy of Management Executive, 2004, Vol.18, No. 4,  p 76-91 
45 Westcott, M.R., Toward a contemporary psychology of intuition (1986, p 88) New York. Holt, 
Rhinehart & Winston 
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H1: Compared to ‘regular managers’, ‘T’ is more dominant in the population of 
managers who participated in the branding constellation 
 
H0: Compared to ‘regular managers’, ‘J’ is not more dominant in the population 
of managers who participated in the branding constellation  
H1: ‘Compared to ‘regular managers’, ‘J’ is more dominant in the population of 
managers who participated in the branding constellation 
 
 
Other hypotheses concerning research questions 3 to 6 can be found in chapter 3.  
The next chapter, chapter 3, addresses the data analysis.  
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3. Data design 
 
In the previous chapter, the first two research questions were answered. 
This chapter deals with the establishment of the right analysis of the data. 
Data are analysed by means of explorative quantitative research. Subsection 3.1 
describes the questionnaire that is used to measure the participants’ character 
traits. In subsection 3.2, the measurement of the relation to the opinions of 
usefulness is discussed. Subsection 3.3 describes the population and distribution 
and, finally, subsection 3.4 describes measurement and analysis. 
 
In order to find an answer to research questions three, four and five, explorative 
quantitative data analysis is used. Research questions three, four and five are, 
respectively: 
3. Are there any significant dominant character traits among the participating 
managers, and do these character traits differ from ‘regular’ managers? 
4. Do any of these dominant character traits have a significant influence on 
the opinion of usefulness of the branding constellation? 
5. Can the opinion about the degree of usefulness also be attributed to other 
features of these managers?  
6. Do other features of the participating managers have a significant influence 
on the character traits? 
 
 
Research questions 3, 4, 5 and 6 lead to a number of hypotheses.  
 
 
Research question 3 leads to the following four hypotheses:  
 
1 H0 There are no significant dominant character traits among the branding 
constellation managers  
1 H1 There are significant dominant character traits among the branding 
constellation managers 
 
2 H0 These dominant character traits are not significantly different from 
‘regular’ managers 
2 H1 These character traits are significantly different from ‘regular’ managers 
 
3 H0 The character trait ‘thinking’ (‘T’) is no more dominant in participating 
managers than in ‘regular’ managers  
3 H1 The character trait ‘thinking’ (‘T’) is more dominant in participating 
managers, compared to ‘regular’ managers 
 
4 H0 The character trait ‘judging’ (‘J’) is no more dominant in participating 
managers, compared to ‘regular’ managers  
4 H1 The character trait ‘judging’ (‘J’) is more dominant in participating 
managers, compared to ‘regular’ managers 
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Research question 4 leads to the following hypotheses: 
 
5 H0 Participating managers who have a dominant character trait do not have 
a significantly different opinion about the usefulness of the branding 
constellation compared to other managers in the branding constellation 
population 
5 H1 Participating managers who have a dominant character trait have a 
significantly different opinion about the usefulness of the branding 
constellation compared to other managers in the branding constellation 
population 
 
Research question 5 leads to the following nine hypotheses: 
 
6 H0  ‘Age’ does not have a significant influence on the opinion of usefulness  
6 H1 ‘Age’ has a significant influence on the opinion of usefulness  
 
7 H0 ‘Education direction’ does not have a significant influence on the opinion 
of usefulness 
7 H1  ‘Education direction’ has a significant influence on the opinion of 
usefulness 
 
8 H0 ‘Gender’ does not have a significant influence on the opinion of 
usefulness 
8 H1 ‘Gender’ has a significant influence on the opinion of usefulness  
 
9 H0  ‘Level of education’ does not have a significant influence on the opinion 
of usefulness  
9 H1 ‘Level of education’ has a significant influence on the opinion of 
usefulness  
 
10 H0 ‘Size of company’ does not have a significant influence on the opinion 
of usefulness 
10 H1  ‘Size of company’ has a significant influence on the opinion of 
usefulness 
 
11 H0 ‘Employment direction’ does not have a significant influence on the 
opinion of usefulness 
11 H1 ‘Employment direction’ has a significant influence on the opinion of 
usefulness 
 
12 H0 ‘Being part of the study of Jurg’ does not have a significant influence on 
the opinion of usefulness 
12 H1 ‘Being part of the study of Jurg’ has a significant influence on the 
opinion of usefulness 
 
13 H0 ‘Branding constellation setting’ does not have a significant influence on 
the opinion of usefulness 
13 H1 ‘Branding constellation setting’ has a significant influence on the 
opinion of usefulness 
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14 H0 There is no significant difference between facilitators and participating 
managers in relation to opinions of usefulness 
14 H1 There is a significant difference between facilitators and participating 
managers in relation to opinions of usefulness 
 
 
Research question 6 leads to the following nine hypotheses: 
 
15 H0 ‘Age’ does not have a significant influence on character traits 
15 H1  ‘Age’ has a significant influence on character traits 
 
16 H0 ‘Education direction’ does not have a significant influence on character 
traits 
16 H1  ‘Education direction’ has a significant influence on character traits 
 
17 H0 ‘Gender’ does not have a significant influence on character traits 
17 H1  ‘Gender’ has a significant influence on character traits 
 
18 H0 ‘Level of education’ does not have a significant influence on character 
traits 
18 H1 ‘Level of education’ has a significant influence on character traits 
 
19 H0 ‘Size of company’ does not have a significant influence on character 
traits 
19 H1  ‘Size of company’ has a significant influence on character traits 
 
20 H0 ‘Employment direction’ does not have a significant influence on 
character traits 
20 H1 ‘Employment direction’ has a significant influence on character traits 
 
21 H0 ‘Being part of the study of Jurg’ does not have a significant influence on 
character traits 
21 H1  ‘Being part of the study of Jurg’ has a significant influence on character 
traits 
 
22 H0 ‘Branding constellation setting’ does not have a significant influence on 
character traits 
22 H1 ‘Branding constellation setting’ has a significant influence on character 
traits 
 
23 H0 There is no significant difference between facilitators and participants in 
the branding constellation in relation to character traits 
23 H1 There is a significant difference between facilitators and participants in 
the branding constellation in relation to character traits 
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3.1 The MBTI questionnaire 
 
The questionnaire used is based on the Myers-Briggs Type Indicator (MBTI). 
Features of the questionnaire have been mentioned before, in subsection 1.3.2. 
In this thesis, the MBTI is used to answer research question three: “Are there any 
significant dominant character traits among participating managers, and are these 
character traits different from ‘regular’ managers?” 
The MBTI is a so called ‘either-or’ test, since each item that is being evaluated 
cannot distinguish between shades or degrees of preference. Individuals’ 
preferences are measured independently, after which these are combined into an 
MBTI-type. The MBTI is a preference indicator, which means that no answer is 
right or wrong. The questionnaire is divided into two parts. The first part contains 
multiple-choice questions, each with two possible answers (A and B). 
Respondents are asked to select the answer that best fits their opinion, or comes 
closest to their usual behaviour. Some examples are: 
Is it 
A.) Hard to get to know you, or 
B.) Easy to get to know you? 
 
The second part of the questionnaire consists of word choices. Respondents are 
presented several pairs of words, and then asked to make a choice based on their 
personal preference. Some examples are:  
A.) Calm 
B.) Vivid 
 
In total, the questionnaire contains 87 questions, which takes approximately 15 
minutes to complete. A completed questionnaire can be found in appendix A1. 
 
3.2 Questionnaire participants’ type in relation to opinions of 
usefulness 
 
In order to answer research questions four and five, participants are asked 
additional questions. Research questions four and five involve the relationship 
between character traits and the opinions concerning the usefulness of branding 
constellations, and the relationship between the opinions concerning the 
usefulness and other features of the participants (such as age, education, gender, 
type of company, and type of job). 
 
Based on several other theses in the branding constellation theme, the theme 
coordinator, Wim Jurg, was able to collect data and make an overview of the 
branders’ opinions concerning usefulness. Five options were used. Based on 
former interviews, participants were put on a scale from -2 to + 2. The scales are 
presented in Table 3.1 on the next page. 
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Table 3.1: Scales in opinion of usefulness 
 
2 Attitude of participant towards the opinion of usefulness 
of the branding constellation is very positive 
1 Attitude of participant towards the opinion of usefulness 
of the branding constellation is positive 
0 Attitude of participant towards the opinion of usefulness 
of the branding constellation is neutral 
-1 Attitude of participant towards the opinion of usefulness 
of the branding constellation is negative 
-2 Attitude of participant towards the opinion of usefulness 
of the branding constellation is very negative 
 
 
The next step was connecting the opinion to the character traits for each 
participant. That way, it could be concluded if managers with one or more 
dominant character traits were more positive concerning usefulness than other 
participants. In addition, it was investigated whether there were differences in 
character traits between participants that were part of Jurg’s study and those who 
were not, and if there were any differences in character traits between participants 
in different settings; expert, lay and no-forum settings.  
 
Research question five is: “Can the opinion about the degree of usefulness also be 
attributed to other features of these managers, such as age, education, gender, 
type of company, and type of job?” To answer this, participants were asked seven 
additional multiple-choice questions concerning name, gender, age, education, 
gender, type of company, and type of job. The questions can be found in appendix 
1. The following step was connecting these data to the opinion of usefulness. That 
way, it could be concluded whether other features of participants could be 
considered of influence on the opinion about the degree of usefulness of the 
branding constellation. 
 
 
3.3 Population and distribution  
 
As mentioned before, the target population for this research is a group of people 
who conducted a branding constellation in the past. Jurg has kept a list of all of 
branding constellation participants. At the time of this research, the list had 97 
people. These people form the target population. In the past, they conducted a 
branding constellation. A population of 97 people is not a large population. For 
this reason, this research is called exploratory research. 
In order to motivate the people to fill in the questionnaire and to get a response 
rate as high as possible, in an e-mail Jurg personally asked all people to fill in the 
questionnaire. The reason for having Jurg send this e-mail is that people are more 
inclined to answer to the request of a well-known person than a person they do 
not know. The reason why e-mails were sent on a personal level is that people are 
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more willing to fill in a questionnaire when they are asked in person than when 
they are asked anonymously.  
People tend to feel insignificant when not spoken to in person. Another aspect to 
motivate people to fill in the questionnaire was telling them that they would 
receive feedback about their personal MBTI type and thus learn more about their 
character traits. Two weeks after sending the first request to fill in the 
questionnaire, another one was sent to those who had not responded.  
 
 
3.4 Measurement and analysis 
 
The questionnaire was not sent as an e-mail attachment. Instead, the e-mail 
contained a link to an online market research organization called ‘AsqY Online’. 
Gerry Eijkhout of AsqY Online had arranged for the possibility of filling in this 
questionnaire online. AsqY Online collected the first data in an Excel sheet. In 
order to come to a useful Excel file that could be exported to SPSS, the data were 
edited systematically. The difficulty of the MBTI questionnaire is that each 
question indicates a dichotomy, but the questions have different values. This is 
why it has been difficult to total the points.  
 
The following part explains how the analysis was made. Each step is illustrated by 
a segment of the relevant Excel sheet. Only part of the sheet is shown, as the 
entire sheet would take up too much space. For the complete data process, see 
attachments 2.1 up to 2.6. Data was gathered in Excel.  
 
Table 3.2 shows the way data was received from Gerrie Eijkhout by the 
researcher. In the left column, the respondents (‘R’) can be found, which is 1 to 10 
in this example. In the rows, the questions (‘Q’) can be found from left to right, 
from 1 to 12 in this example. ‘0’ means that a respondent gave an ‘A’ answer to a 
specific question, ‘1’ means that a respondent gave a ‘B’ answer to a question.  
 
 
Table 3.2: Original data (answers) from the questionnaire 
 
Quest./ 
Resp 
1 2 3 4 5 6 7 8 9 10 11 12 
1 0 1 0 1 0 0 1 1 0 0 0 1 
3 0 0 1 1 1 1 1 0 0 0 0 0 
4 0 0 1 0 0 0 0 1 0 1 0 0 
5 0 0 0 1 1 0 1 0 0 1 1 1 
6 0 1 0 1 1 1 1 0 0 0 0 1 
7 0 0 0 1 0 0 1 0 0 0 0 0 
8 1 0 1 1 0 1 1 0 1 0 0 1 
9 0 0 0 0 0 0 1 0 1 0 0 0 
10 0 0 0 1 1 1 0 0 0 0 0 1 
 
 
 
The first step was to split A and B answers. A new page in Excel was created that 
held two columns for each question: part A and B. A formula was constructed for 
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Excel to show ‘1’ in the A column if the answer of A was given to a specific 
question, and nothing in column B.  
Opposing answers resulted in an empty cell in the column A and ‘1’ in column B. 
An example is shown in table 3.3 below; for the complete data process of step 1, 
see attachment A2.1.  
 
Table 3.3: Step 1: Answers split into part A and B 
 
Quest. Q1  Q 2 Q 3 Q 4 Q 5 
Resp. A B A B A B A B A B 
1 1 0 0 1 1 0 0 1 1 0 
2 0 1 0 1 0 1 0 1 0 1 
3 1 0 1 0 0 1 0 1 0 1 
4 1 0 1 0 0 1 1 0 1 0 
5 1 0 1 0 1 0 0 1 0 1 
6 1 0 0 1 1 0 0 1 0 1 
7 1 0 1 0 1 0 0 1 1 0 
8 0 1 1 0 0 1 0 1 1 0 
9 1 0 1 0 1 0 1 0 1 0 
10 1 0 1 0 1 0 0 1 0 1 
 
 
The next step was entering the answer values of the MBTI into a new Excel page. 
Each answer could score 0, 1 or 2 points for each dichotomy. This is because in 
the original MBTI, different questions have different values (0, 1 or 2). If the value 
was ‘0’, Excel showed an empty cell. An example is shown in Table 3.4 below; for 
the complete data process of step 2, see attachment A2.2. 
 
 
Table 3.4: Step 2: Entering answer values of MBTI into new Excel page  
 
Quest. Q1 Q2 Q3 Q4 Q5 
Resp. A B A B A B A B A B 
1 1 2 00899y0 2 2 2 2 2 1 0 
2 1 2 0 2 2 2 2 2 1 0 
3 1 2 0 2 2 2 2 2 1 0 
4 1 2 0 2 2 2 2 2 1 0 
5 1 2 0 2 2 2 2 2 1 0 
6 1 2 0 2 2 2 2 2 1 0 
7 1 2 0 2 2 2 2 2 1 0 
8 1 2 0 2 2 2 2 2 1 0 
9 1 2 0 2 2 2 2 2 1 0 
10 1 2 0 2 2 2 2 2 1 0 
 
 
The third step was multiplying the Tables of step 1 and 2, leading to the answers 
being matched with the values. The result can be found in Table 3.5. For the 
complete data process of step 3, see attachment 2.3. 
 
 
 36
 
 
Table 3.5: Step 3: multiply steps 1 and 2 
 
Quest. Q1 Q2 Q3 Q4 Q5 
RESP A B A B A B A B A B 
1 1 0 0 2 2 0 0 2 1 0 
2 0 2 0 2 0 2 0 2 0 0 
3 1 0 0 0 0 2 0 2 0 0 
4 1 0 0 0 0 2 2 0 1 0 
5 1 0 0 0 2 0 0 2 0 0 
6 1 0 0 2 2 0 0 2 0 0 
7 1 0 0 0 2 0 0 2 1 0 
8 0 2 0 0 0 2 0 2 1 0 
9 1 0 0 0 2 0 2 0 1 0 
10 1 0 0 0 2 0 0 2 0 0 
  
 
The fourth step was identifying matching type questions. All the questions that 
measure Extraversion/Introversion, for instance, had to be identified. In the same 
way, all the Judging/Perceiving questions had to be identified. Table 3.6 below 
shows that this was done by using different colours. In question 1, the answer A 
indicates E (extraversion) and answer B indicates I (introversion).  
For the complete data process of step 4, see attachment 2.4. 
 
 
Table 3.6: Step 4: matching type questions (by using colours) 
 
 E I J P E I S N T F 
Quest. Q1 Q2 Q3 Q4 Q5 
RESP A B A B A B A B A B 
1 1 0 0 2 2 0 0 2 1 0 
2 0 2 0 2 0 2 0 2 0 0 
3 1 0 0 0 0 2 0 2 0 0 
4 1 0 0 0 0 2 2 0 1 0 
5 1 0 0 0 2 0 0 2 0 0 
6 1 0 0 2 2 0 0 2 0 0 
7 1 0 0 0 2 0 0 2 1 0 
8 0 2 0 0 0 2 0 2 1 0 
9 1 0 0 0 2 0 2 0 1 0 
10 1 0 0 0 2 0 0 2 0 0 
 
 
The final step was accumulating all points for the E-I, the J-P, the S-N and the T-
F dichotomies. An example of the result is shown in table 3.7 below. For the 
complete data process of step 5, see attachment 2.5 
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Table 3.7: Step 5: accumulate points of matching type questions 
 
Resp 
 
  Result: E I J P S N T F 
1 E P N F 21 9 12 17 8 18 9 12 
2 I P N T 10 21 18 12 14 12 7 22 
3 I J N F 7 24 17 10 8 14 6 14 
4 E P N F 20 14 9 19 12 13 6 14 
5 E P N F 32 2 13 15 2 22 8 10 
6 E P N F 18 14 4 27 9 16 5 15 
7 E P N T 17 14 8 19 10 18 13 6 
8 I P N T 13 18 12 15 6 23 19 7 
9 E J S T 21 5 16 12 18 9 16 5 
10 E J N F 19 13 16 11 10 15 4 12 
 
 
 
The final thing that needed to be done was connecting the MBTI type scores to 
the answers of the other questions that were not part of the MBTI. An example is 
the question: “What is your age?”, or “Are you male or female?” This is the final 
step in Excel. An example is shown in table 3.8 below. For the complete data 
process of step 6, see attachment 2.6. 
 
 
Table 3.8: Step 6: Connect MBTI type scores to other non-MBTI questions  
 
Gender Age 
Education 
level 
Education 
direction 
Employment 
direction 
Size of 
company
part of study 
Jurg 
forum (study 
Jurg) Opinion 
0 2 1 2 3 0 0 9 4 
1 3 9 4 4 2 0 9 3 
1 4 2 9 9 2 1 1 4 
1 4 2 9 9 9 0 9 4 
0 3 2 2 3 2 1 1 4 
1 4 1 4 9 2 1 0 4 
1 2 1 9 9 1 0 9 4 
0 2 2 0 0 2 1 0 4 
0 3 1 2 3 1 1 2 3 
0 4 1 1 9 0 0 9 4 
0 4 2 0 0 1 1 2 4 
1 6 9 3 0 1 0 9 4 
1 2 2 0 9 9 0 9 4 
1 2 2 9 3 2 1 1 2 
 
 
These data were imported in SPSS. Then, in SPSS, different analyses were made. 
Most data were ordinal and a small part was nominal. This means that the 
‘Spearman rank correlation’ and the ‘Chi square test’ were the only statistic 
techniques that could be used for analysis. Huizingh (2002)43 states that nominal 
                                                 
43 Huizigh, E, Inleiding SPSS 11.0 voor Windows en Data Entry,  2002, p257, Academic services 
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data can be analysed by Chi square and ordinal data can be analysed by 
Spearman rank correlation. For the Chi square test, α of 0,05 was used. 
Furthermore, Huizingh44 states that, in order to use the Chi Square formula, the 
calculation has to meet the following two requirements: 
- All expected counts should be at least N is > 1 
- Maximum 20% of the expected counts should be N is < 5  
This is why some analyses are only descriptive and do not meet the conditions for 
measurement by the Chi square test. 
 
The next chapter presents the findings of the data analyses. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
                                                 
44  Huizigh, E, Inleiding SPSS 11.0 voor Windows en Data Entry, 2002, p 258, Academic services 
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 4. Findings  
Research questions 1 and 2 were answered in chapter 2. In the previous chapter, a 
description was given of the data design of this thesis. This chapter answers 
research questions 3 up to 6, and shows the results of statistical analyses. Only 
significant data are presented in the subsections of this chapter. For the results, see 
attachments A4.1 to A4.5. 
 
Section 4.1 describes the characteristics of the population that returned the 
questionnaire. Section 4.2 focuses on the character traits of the participants and 
therefore answers research question 3: “Are there any significant dominant 
character traits among the participating managers, and are these different from the 
ones of ‘regular’ manager?” In this section (4.2), the first four hypotheses 
presented in chapter 3, section 1.4.3, are looked at.  
 
Section 4.3 answers research question 4:“Do any dominant character traits have a 
significant influence on the opinion of usefulness of the branding constellation?” 
In this section, hypothesis 5 is looked at. 
 
In section 4.4, research question 5 is answered: “Can the opinion about the degree 
of usefulness also be attributed to other features of these managers?” In this 
section, hypotheses 6 to 14 are looked at. 
 
Finally, in section 4.5, research question 6 is answered: “Do any other features of 
the participating managers have a significant influence on character traits?” In this 
section, hypotheses 15 to 23 are looked at. 
 
In the results, only the hypotheses that were accepted are shown. An overview of 
hypotheses can be found in attachment A5. In section 4.6, conclusions of the 
findings are drawn. 
 
4.1 Response 
 
The target population consisted of 97 people. 67 of them completed the 
questionnaire. This is a response rate of 69%. Table 4.1 gives an overview of some 
relevant features of the people who both participated in branding constellations 
and filled in the questionnaire. For descriptive facts about the responding 
population, see attachment A3. 
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Table 4.1 Overview of population features (%) 
 
 
Gender Men: 51% Women: 49%       
Age in years < 35: 15% 35-40: 19% 40-45: 27% 
45-50: 
15% > 50: 24% 
Part of PhD 
study of 
Jurg? Yes: 34% No: 66%      
Education 
level Bachelor: 39% Master: 57% Other: 4%    
Company 
size Small: 30% Middle: 30% Large: 31% 
Other: 
9%   
Opinion Highly negative: 0 Negative: 0 Neutral: 3% 
Positive: 
15% 
Highly positive: 
82% 
Employment 
direction 
Business 
administration: 21% 
Marketing 
(management): 28% P&O: 13% 
other: 
37%   
 
Table 4.1 shows that men and women are equally divided in this population. The 
average age is 40-45 years old. What is striking is that nearly all respondents have 
a Bachelor or Master degree. Moreover, it is remarkable that none of the 
respondents’ opinion about the usefulness of the branding constellation technique 
is either ‘negative’ or ‘highly negative’. 
 
4.2 Type of participants 
 
In this section, research question 4 is answered in two parts. Subsection 4.1.1 
involves the question: “Are there any significant dominant character traits among 
the participating managers?” In subsection 4.1.2, the second part of research 
question 4, “And do these character traits differ from ‘regular’ managers?”, is 
answered. Therefore, this section goes into hypotheses 1, 2, 3, and 4. 
 
4.2.1 Dominant character traits 
 
There is a difference between MBTI type and character trait (dichotomy). ‘Type’ 
consists of multiple character traits, namely. Character traits, or dichotomies, are, 
for instance, ‘Extraversion’ (E), ‘Perceiving’ (P) or ‘Sensing (S). First, a visual 
overview of the types of the responding population is presented. These types are 
presented as occurring percentages. In the pie chart, in Figure 1, the results can be 
found. 
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ENTP
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ESTP
INTP
INFP
INTJ
INFJ
ISFJ
ISTJ
 
Figure 1: Occurring types and percentages 
 
 
 
Figure 1 shows that, at first sight, three types stand out in this branding 
constellation managers population (N=97). These are ENFP (19.40%), ENTP 
(14.93%), and ENTJ (17.91%). Together, they make up 52.24% of the population. 
The types of ISFP and ISTP were not found in this population.  
 
In order to calculate whether there is a more significant statistical appearance of 
the types of ENFP, ENTP and ENTJ, compared to the other ones, the Chi square 
formula  X²= Σ (OI- EI)²/ EI   needs to be used. Unfortunately, significant 
coherence cannot be calculated statistically with these types. This is due to the fact 
that if more than 20% N is < 5, no reliable outcome can be computed. Besides 
that, no cells can have zero counts45. As can be seen in Table 4.2, in the column 
‘Frequency’, N is 9 times smaller than the minimum required amount of 5 
observations. 
 
 
 
                                                 
45 Huizigh, E, Inleiding SPSS 11.0 voor Windows en Data Entry, 2002, p 258, Academic services 
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Table 4.2: Frequency of type 
 
                                              type 
 
  Frequency Valid Percent 
Valid ISTJ 5 7.5
  ISFJ 3 4.5
  INFP 1 1.5
 ISFP 0 0
 ISTP 0 0
  INTJ 2 3.0
  INFP 5 7.5
  INTP 2 3.0
  ESTP 1 1.5
  ESFP 4 6.0
  ENFP 13 19.4
  ENTP 10 14.9
  ESTJ 3 4.5
  ESFJ 3 4.5
  ENFJ 3 4.5
  ENTJ 12 17.9
Total 67 100 
 
 
 
Remarkably, ENFP, ENTP and ENTJ were found ten times and more, while 
ISFP and ISTP were not found at all in this population. 
 
 
In order to survey the character traits of participating managers, the dichotomies 
were looked at. The dichotomies in the types define the specific character traits. 
In Table 4.3 below, the dichotomy pairs and the numbers of appearance and 
percentages are presented. 
 
 
Table 4.3: Numbers and appearance  
   of dichotomy pairs 
 
Dichotomy N % 
Extraversion 49 73.1% 
Introversion 18 26.9% 
Judging 32 47.8% 
Perceiving 35 52.2% 
Sensing 19 28.4% 
iNtuition 48 71.6% 
Thinking 35 52.2% 
Feeling 32 47.8% 
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At first sight, there is not much of a difference between the dichotomy pairs of 
Judging/Perceiving and Thinking/Feeling. Obviously, for the first dichotomy 
pair, Extraversion/Introversion, Extraversion dominates Introversion. The same 
applies to Sensing/iNtuition; iNtuition dominates. The next step was calculating 
whether this dominance is a significant one.  
 
As explained before, each dichotomy pair consists of two parts. A person is either 
Extravert or Introvert, for instance. In theory, chances for a person to be a 
particular dichotomy (Extraversion/Introversion) are 50%. In order to calculate 
whether a dichotomy is significantly dominant, a comparison needs to be made 
with a chance of 50%. To accomplish this, an analysis tool was used in Excel. 
This tool is based on the Chi Square formula X²= Σ (OI- EI)²/ EI . This way, the 
chance (p) can be calculated by means of α =0.05. The results are outlined in 
Table 4.4 below. For the complete figures and calculations, see attachment A4.1. 
 
 
Table 4.4: Significance of dichotomies in population 
 
Type 
Observed 
N 
Expected 
N 
Chi 
square Chance (p) Significance?  
Extraversion 49 33.50 7.171642 0.0074065 YES 
Introversion 18 33.50 7.171642 0.0074065 YES 
Judging 32 33.50 0.067164 0.7955114 NO 
Perceiving 35 33.50 0.067164 0.7955114 NO 
Sensing 19 33.50 6.276119 0.0122376 YES 
iNtuition 48 33.50 6.276119 0.0122376 YES 
Thinking 35 33.50 0.067164 0.7955114 NO 
Feeling 32 33.50 0.067164 0.7955114 NO 
 
 
Table 4.4 shows that the dichotomy pairs Extraversion/Introversion and 
Sensing/iNtuition are significantly different from 50%. This means that this 
population is significantly more Extravert and Intuitive than Introvert and 
Sensing.  
 
 
Conclusion: 
 
There are two significantly dominant character traits among the participants: 
Extraversion and Intuition. This results in the H1 acceptance of the first 
hypothesis (“There are significant dominant character traits among the 
participants”). 
 
 
 
4.2.2 Difference with regular manager 
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In section 2.3.1, the psychological profile of the ‘regular’ manager was described. 
Tables 2.2, 2.3, and 2.4 presented a type appearance of managers at entry level, at 
middle management and at upper management.  
Considering the characteristics ‘age’, ‘employment’ and ‘education’, the branding 
constellation population most resembles the characteristics of middle 
management: the mode in ‘age’ is 40-45, 96% of the participants have a Bachelor 
or Master degree, and the mode in ‘employment direction’ is general and 
marketing management. In table 4.1, these characteristics can be found. 
Subsection 2.3.1 gives an overview of characteristics of the ‘regular’ manager in 
middle management. For the purpose of convenience, below table 2.4 is shown 
again, this time Table 4.5. It gives an overview of the types and the corresponding 
appearance in the ‘regular’ management population in middle management, in a 
percentage. 
 
 
Table 4.5 Overview of types in regular management population  
 
 
Type 
Regular manager percentage 
ISTJ 
29.6% 
ISFJ 
2.6% 
INFJ 
1.5% 
INTJ 
10.1%  
 Type  
Regular manager percentage  
ISTP 
4.2% 
ISFP 
1.0% 
INFP 
1.4% 
INTP 
3.2%  
 Type  
Regular manager percentage  
ESTP 
3.3% 
ESFP 
1.1% 
ENFP 
1.3% 
ENTP 
6.0%  
 Type  
Regular manager percentage  
ESTJ 
19.9% 
ESFJ 
2.8% 
ENFJ 
1.8% 
ENTJ 
9.9%  
 
 
 
Table 4.5 shows that most types in the ‘regular’ manager population are ISTJ, 
INTJ, ESTJ, and ENTJ. These are marked red. The table is the starting point, 
based on which comparisons between the ‘regular’ manager and the participating 
manager can be made. 
 
Furthermore, table 4.6 on the next page presents the population that is compared 
to the ‘regular’ manager population. The percentages corresponding to the 
‘regular’ manager population are presented in orange, and the percentages of 
managers that have participated in a branding constellation are presented in 
green. 
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Table 4.6: ‘Regular’ management population compared to branding constellation population 
 
 
Type ISTJ ISFJ INFJ INTJ 
Regular manager percentage 7.4% 4.4% 1.5% 2.9% 
Branding constellation population 
percentage 
29.6% 2.6% 1.5% 10.1% 
Type ISTP ISFP INFP INTP 
Regular manager percentage 0.0% 0.0% 7.4% 2.9% 
Branding constellation population 
percentage 
4.2% 1.0% 1.4% 3.2% 
Type ESTP ESFP ENFP ENTP 
Regular manager percentage 1.5% 6.0% 19.4% 14.7% 
Branding constellation population 
percentage 
3.3% 1.1% 1.3% 6.0% 
Type ESTJ ESFJ ENFJ ENTJ 
Regular manager percentage 4.4% 4.4% 4.4% 17.6% 
Branding constellation population 
percentage 
19.9% 2.8% 1.8% 9.9% 
 
 
Table 4.6 shows that there are differences, especially when it comes to ISTJ, 
INTJ, ESFP, ENFP, ENTJ and ESTJ. In order to analyze whether these 
percentages significantly differ from one another, the Chi square formula X²= Σ 
(OI- EI)²/ EI  can be  used. However, as in subsection 4.2.1, the ‘problem’ is that N 
is too low to be computed with reliable outcomes. Therefore, the Chi formula 
cannot be used for this situation either.  
 
In order to draw conclusions from the difference, with respect to character traits, 
between the regular and the observed population, the dichotomies should be 
looked at. Table 4.7 gives an overview of the differences in percentages in the 
dichotomies. 
 
 
Table 4.7: Dichotomy difference between ‘regular’-  
 and observed population managers 
 
 
 
‘Regular’ manager 
population 
Branding 
constellation 
manager population 
Extraversion 46.1% 73.1% 
Introversion 53.9% 26.9% 
Judging 78.2% 47.8% 
Perceiving 21.8% 52.2% 
Sensing 64.5% 28.4% 
iNtuition 35.5% 71.6% 
Thinking 86.2% 52.2% 
Feeling 13.8% 47.8% 
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Table 4.7 shows that the percentages of appearance in the ‘regular’ management 
population and the branding constellation population differ considerably.   
In order to calculate whether a dichotomy found in the observed population is 
significantly dominant compared to the regular population, it needs to be 
compared to the dichotomy of the regular population. 
In order to accomplish this, an Excel analysis tool is used. This tool is based on 
the Chi Square formula X²=Σ (OI- EI)²/ EI . By means of this formula, the chance 
(p) with α=0.05 is calculated. The results can be found in Table 4.8 below. For the 
complete figures and calculations, see Attachment A4.2. The ‘Expected’ outcome 
was calculated as follows: the percentages shown in the column ‘regular manager 
population’ in Table 4.7 were computed times 67 (the number of respondents).  
 
 
Table 4.8: Significance of dichotomies in observed population compared to  
  ‘regular’ management population 
 
Type Observed Expected
Chi 
square Chance (p)
sign? Alpha = 
0,05 
Extraversion 49 30.887 10.62197 0.0011175 YES 
Introversion 18 36.113 9.084838 0.0025774 YES 
Judging 32 52.394 7.938223 0.0048401 YES 
Perceiving 35 14.673 28.15968 0.0000001 YES 
Sensing 19 43.215 13.56858 0.0002300 YES 
iNtuition 48 23.785 24.65277 0.0000007 YES 
Thinking 35 57.754 8.964652 0.0027525 YES 
Feeling 32 9.246 55.99659 0.0000000 YES 
 
 
The figures in the columns ‘observed’ and ‘expected’ in table 4.8 are the same as 
in table 4.7. The only difference is that table 4.7 shows percentages, whereas table 
4.8 shows numbers. In order to calculate the significance correlation by means of 
the Chi square formula, numbers are needed.   
Table 4.8 shows that all dichotomies in the observed population are significantly 
different from the dichotomies in the ‘regular’ population. Thus, compared to the 
‘regular’ manager, the Branding constellation manager is: 
Less Introvert (I), more Extravert (E)  
Less Judging (J), more Perceiving (P) 
Less Sensing (S), more Institutive (N) 
Less Thinking (T), more Feeling (F)  
 
 
Conclusion: 
 
All character traits are significantly different from the ‘regular’ manager. 
 
Therefore, hypothesis 2 “These character traits are significantly different from the 
‘regular’ manager” is accepted for H1. 
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Moreover, hypothesis 3 “The character trait Thinking (‘T’) is significantly more 
dominant in the population of ‘regular’ managers, compared to managers who 
participated in the branding constellation” is accepted for H1. 
 
Furthermore, hypothesis 4 “The character trait Judging (‘J’) is significantly more 
dominant in the population of ‘regular’ managers, compared to managers who 
have participated in the branding constellation” is accepted for H1. 
 
4.3 Correlation between type and opinions of usefulness 
 
In this section, question 4: “Do any dominant character traits have a significant 
influence on the opinion of usefulness of the branding constellation?” is answered, 
which deals with hypothesis 5. 
 
In order to investigate this research question, a scale of one to five was used. 
Based on former questionnaires, participants were divided into various scales, 
ranging from highly negative to highly positive. (For detailed information, see 
section 3.2.) For the analyses, see attachment 4.3. The three dominant types 
scored as follows on opinion of usefulness: ENFP (N=13) all scored ‘highly 
positive’; ENTP (N=10) 9 times scored ‘highly positive’, 1 time ‘positive’; and 
ENTJ (N=12) 9 times scored ‘highly positive’, 2 times ‘positive’, and 1 time 
‘neutral’. The Spearman Rho rank correlation and Chi square show no significant 
correlation between type and opinion of usefulness. 
 
 
Conclusion: 
 
The dominant types or dichotomies are not significantly more positive about the 
usefulness of the branding constellation compared to other types in the branding 
constellation population; hypothesis 5 is accepted for H0. 
 
 
4.4 Correlations between other features and opinion of usefulness 
 
This section goes into research question 5: “Can the opinion about the degree of 
usefulness also be attributed to other features of these managers? Therefore, this 
section goes into hypotheses 6 to 14, as presented in chapter 3. Table 4.9 on the 
next page shows the frequency in the ‘size of company’ compared to the ‘opinion 
of usefulness’. 
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Table 4.9 Relation between opinion of usefulness and size of company  
 
Count  
Size of company 
  50- 50-250 250+ other Total 
Neutral 0 0 2 0 2 
Positive 1 3 5 1 10 
Opinion 
Highly 
positive 19 17 14 5 55 
Total 20 20 21 6 67 
 
 
Table 4.9 shows that the opinions of usefulness are not very distinct, which is in 
line with section 4.3. However, the Spearman rank correlation found a significant 
correlation between ‘size of company’ and ‘opinion’: R² = - 0.248. Therefore, 
Spearman’s Rho shows that there is a significant negative correlation between 
opinion of usefulness and size of company. This means the bigger the company, 
the less positive the participants are about the opinion of usefulness of the 
branding constellation. Table 4.10 below shows the results. 
 
 
Table 4.10 Significant correlation between ‘opinion of usefulness’ and ‘company size’ 
(with α 0.05, p= 0.043 and R²=-0.248) 
 
 Correlations 
 
      Opinion 
Size of 
company 
Correlation 
Coefficient 1.000 -.248(*) 
Sig. (2-tailed) . .043 
Opinion 
N 67 67 
Correlation 
Coefficient -.248(*) 1.000 
Sig. (2-tailed) .043 . 
Spearman's rho 
Size of company 
N 67 67 
* Correlation is significant at the 0.05 level (2-tailed). 
 
 
 
Table 4.10 shows that the opinions on usefulness of the branding constellation 
managers who work at large companies (more than 250 employees), are less 
positive than the opinions of the branding constellation managers who work at 
smaller companies. This answers hypothesis 10: ‘Size of company’ has a 
significant influence on the opinion of usefulness. All analyses (for hypotheses 6 
to 14) can be found in Attachment A4.4. 
 
 
Conclusion: 
 
‘Size of company’ has a significant negative influence on the opinion of 
usefulness, therefore hypothesis 10 (“ ‘Size of company’ has a significant 
influence on the opinion of usefulness”) is accepted for H1. 
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4.5 Correlation between other features and character traits 
 
In this subsection, research question 6 is answered: “Do any other features of the 
participating managers have a significant influence on character traits?” 
Therefore, this section goes into hypotheses 15 to 23. The analysis of significant 
correlations between manager features and character traits was done by using the 
Chi Square, since character traits are at a nominal level. Table 4.10 below shows 
the scores by both men and women in T and F dichotomies.  
 
 
 
Table 4.11: Difference between T and F  formen and women 
 
 Crosstab 
 
Count  
T-F 
  T F Total 
man 22 12 34Gender 
woman 13 20 33
Total 35 32 67
 
 
Table 4.11 shows that men score higher on Thinking, while women score higher 
on Feeling. Furthermore, Table 4.12 presents the significance of this difference.  
 
 
Table 4.12: Significance in T and F  for men and women 
 
 Chi-Square Tests 
 
  Value df 
Asymp. Sig. 
(2-sided) 
Exact Sig. 
(2-sided) 
Exact Sig. 
(1-sided) 
Pearson Chi-Square 4.300(b) 1 .038     
Continuity 
Correction(a) 3.346 1 .067     
Likelihood Ratio 4.347 1 .037     
Fisher's Exact Test    .051 .033 
Linear-by-Linear 
Association 4.236 1 .040     
N of Valid Cases 67       
a Computed only for a 2x2 table 
b 0 cells (,0%) have expected count less than 5. The minimum expected count is 15,76. 
 
 
Table 4.12 shows that men score significantly higher on T (Thinking) than women 
with Pearson Chi square (p = 0.038 measured with an α = 0.05.). Therefore, 
women score significantly higher on F (Feeling). This answers hypothesis 17: 
‘Gender’ has a significant influence on character traits. For the complete analyses 
of hypotheses 15 to 23, see Attachment A4.5.  
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Conclusion: 
 
‘Gender’ has a significant influence on the Thinking/Feeling dichotomy pair in 
this population: men are more Thinking than women are, whereas women are 
more Feeling. The remaining variables have no significant influence. Therefore, 
hypothesis 17 (“‘Gender’ has a significant influence on the character traits”) is 
accepted for H1. 
 
 
 
4.6 Conclusion of findings 
 
In previous sections of this chapter, answers to research questions were presented 
and various sub conclusions were drawn based on the analysed data. This section 
presents an overall conclusion based on the results in section 4.1 up to and 
including 4.5.  
 
In section 2.4, it was stated that the dichotomies ‘Thinking’ and ‘Judging’ are 
commonly found in personality profiles among managers, for Thinkers and 
Judgers create a production-oriented, accountable reward system in which goals, 
schedules and deadlines are more important than creativity, innovation and 
strategic planning. 
Branding constellation managers were found not to be dominant on Thinking and 
Judging; they are more intuitive, creative and use their perception in a more open 
way as opposed to regular managers. It also appeared that Extraversion was more 
dominant with branding constellation managers than ‘regular’ managers; 
branding constellation managers especially like variety, action, achievement and 
they have no trouble expressing their emotions. Their energy is directed outwards, 
towards people and things. There is also a significant difference in 
Sensing/iNtuition. Branding constellation managers are significantly more 
Intuitive than regular managers are. They especially focus on the future and 
possibilities, read between the lines and are imaginative, inventive and abstract 
thinkers. In addition, branding constellation managers are more open minded and 
more open to new developments. They especially ‘like solving new problems’, ‘are 
impatient with routine details’, ‘follow their inspiration’, ‘usually communicate 
freely’, ‘often act quickly, sometimes even without thinking’ and ‘like variety and 
action’. This fits the premise made at the beginning of this thesis that branding 
constellation managers are expected to act based on emotion, to be non-
conscious, act on intuition, think in a more open way, and have a positive attitude 
towards new developments rather than use facts and make decisions based on 
experience and logic. Thus, branding constellation managers indeed have a 
different psychological profile than ‘regular’ managers. 
 
No correlation was found between the type and the opinion of usefulness.  
 
The only correlation between ‘other’ features (such as age, gender, education, 
etc.) and the opinion of usefulness is the relation between ‘size of company’ and 
‘opinion of usefulness’. Although there is a significant correlation between these 
two, it is hard to explain without further research.  
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Furthermore, it appears that ‘gender’ has a significant influence on ‘character 
traits’. With respect to the Thinking/Feeling dichotomy, there is a significant 
difference between men and women. Men are more Thinking, whereas women 
are more Feeling. This is in line with the widely spread opinion of most people, 
that men are thinkers, analyze problems and react based on knowledge and 
principles. Women, however, are thought to react based on emotions, with 
feelings and considerations about other people playing a large role when it comes 
to decision-making.  
 
The following chapter presents the implications and reflections of this study. 
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5.     Implications and reflections 
 
This chapter describes the reflections made by the researcher and 
recommendations for further research. In section 5.1, first the managerial and 
theoretical implications can be found. Then, the findings are examined based on 
their internal validity, in section 5.2. The same goes for the external validity, in 
section 5.3. In section 5.4, internal reliability is discussed, whereas external 
reliability is discussed in section 5.5. Finally, subsection 5.6 gives a personal 
reflection on the research process and the study. 
 
5.1 Managerial and theoretical implications  
 
In this section, the managerial and theoretical implications are reflected upon. 
Subsection 5.1.1 discusses the managerial implications and subsection 5.1.2 deals 
with theoretical implications. 
 
5.1.1 Managerial implications 
 
The managerial implications of this research, as well as the research theme, 
involve insights of the character of the branding constellation managers. This 
explorative study shows that the dichotomies ‘Extraversion’, ‘Perceiving’, 
‘iNtuition’ and ‘Feeling’ are significantly dominant compared to regular 
managers. Managers in this category especially like variety and action, are 
impatient (with details) and dislike taking time for precision. Furthermore, they 
are people-oriented, do not like being or working alone, are quickly distracted and 
often act quickly. They also communicate easily, adapt well to changing 
situations and do not mind leaving things open to alteration. They are no good 
planners, are curious (welcome new things and new situations), like solving new 
problems, and enjoy learning. They reach to conclusions quickly, follow their 
inspiration, are sympathetic, like harmony, and dislike telling people unpleasant 
things.  
 
In addition, the findings show that there is a significant negative correlation 
between ‘opinions of usefulness’ and ‘size of company’. However, it must be 
taken into account here that nearly all participants scored ‘positive’ or ‘highly 
positive’ on ‘opinion of usefulness’.  
 
 
5.1.2 Theoretical implications 
 
In this subsection, the theoretical implications of this thesis are discussed. 
First, as mentioned before, this thesis is the first one in the theme of the branding 
constellation that makes use of a quantitative research method. The outcomes 
must be interpreted with caution, for this research project is exploratory.  
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This subsection elaborates on the implications for further research within the 
branding constellation theme in general and for a more concise study on the 
psychological MBTI profiles of the participants in particular. First, it is clarified 
which decisions have been made during the project and why. Then, it is illustrated 
in which way this study can be extended to achieve a less exploratory status. 
Finally, it is explained what other research may possibly evolve from this thesis. 
 
 
5.1.2.1. Overview 
 
This subsection deals with several subjects, which have been divided into 
subsections (that are not numbered). These address the theoretical implications of 
this thesis.   
Control group 
This thesis started with the idea of profiling participants to answer the question: 
“What causes some managers to want to participate and others not to?” In order 
to answer this question, a character profiling test needed to be found that could 
distinguish these people from others. The ‘regular’ manager based on literature 
was used as a control group. The profile of the ‘regular’ manager that can be 
found in (MBTI) literature was compared to the branding constellation manager. 
For further research, it is recommended to make a comparison with brand 
responsible managers, rather than ‘regular’ managers. 
Use of MBTI 
The questionnaire that was used is based on the original MBTI. The original 
could not be used, for its rights have been sold to different companies, such as 
CAPT and OPP. These firms do not allow others to use the MBTI without paying 
a considerable amount of money for it, which has lead to the impossibility of 
using the original MBTI. In the questionnaire used in this thesis, the same 
questions were used as in the original MBTI. Moreover, several questions were 
added to give an insight into other features of managers, such as questions about 
age, employment, education, etc. The data were manually edited and transported 
from Excel to SPSS. 
Use of other questionnaires 
The MBTI is one of the character profile tests used most and therefore data on 
‘regular managers’ could be found relatively easily. The book ‘Type talk at work’ 
was one of the main components. For some reason, other questionnaires, such as 
The Big Five, are less popular and therefore hardly any data could be found on 
the Internet and in books and articles.  
Dilemma response rate versus completeness 
The first edition of the questionnaire consisted of the 87 MBTI questions, plus 
several questions to gain insight into several other features. The initial 
questionnaire also contained questions about the opinion of usefulness, to find out 
whether managers with dominant character traits were more positive about the 
branding constellation. This made the questionnaire long.  
There was a dilemma of response rate versus completeness. Since the population 
of participating managers was not that large to begin with, a high response rate 
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was extremely important. Therefore, as many participants as possible were 
welcome to fill in the questionnaire. Eventually, several questions were deleted 
and only the data about the opinions of usefulness were used that hade been 
collected by the theme coordinator. This meant that no more specific information 
about usefulness could be derived from the data. Nearly all participants were 
‘positive’ or ‘highly positive’ about the branding constellation. In hindsight, this 
has been the right decision, for the people filling out the questionnaire thought of 
it as being long enough, even without the additional questions about the 
usefulness of the branding constellation.  
Since a high response rate was highly desirable, a relatively large amount of time 
and effort was spent on the introduction in the e-mail that accompanied the link 
to the questionnaire. All participants were mailed personally by Jurg, requesting 
them to fill out the questionnaire. This lead to a high response rate of 69%. 
Size of (respondent) population and further research 
During further interpreting of results it turned out that there is a second reason for 
a high response rate being significant. During the analysis of results in chapter 
four, it became clear that not all data could be analyzed by means of the Chi 
Square formula. The reason for this is that a maximum of 20% of the cells can 
have a minimum amount of five counts for calculation. A response below 20% of 
five counts leads to unreliable results. Besides that, none of the cells can have zero 
counts. This problem arose when comparing MBTI types of the ‘regular’ manager 
(derived from literature) to MBTI types of branding constellation managers. It 
seemed that several types were rarely present among the branding constellation 
managers, and that several cells had less than five counts. For this reason, the Chi 
Square formula could be used for the dichotomies but not for the type analysis, 
which had to be made on a descriptive level.  
If there had been a larger population, this problem would not have occurred. In 
this thesis, only 5 cells meet the required five or higher, 11 cells have a score 
under five. For the sake of convenience, Table 4.2 in chapter 4.2.1 is shown again 
below as Table 5.1. Here, it becomes clear that only ISTJ, INFP, ENFP, ENTP 
and ENTJ reach the required count (or frequency) of five.  
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 Table 5.1: Frequency of type  
 
 Frequency Valid Percent 
Valid ISTJ 5 7,5 
  ISFJ 3 4,5 
  INFP 1 1.5 
 ISFP 0 0 
 INFJ 0 0 
  INTJ 2 3.0 
  INFP 5 7,5 
  INTP 2 3.0 
  ESTP 1 1,5 
  ESFP 4 6.0 
  ENFP 13 19,4 
  ENTP 10 14,9 
  ESTJ 3 4,5 
  ESFJ 3 4,5 
  ENFJ 3 4,5 
  ENTJ 12 17,9 
                     Total 67 100 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Based on these results it can be said that if the population is multiplied by three, 
four cells (25%) are estimated to probably have a count below five. This includes 
the cells that currently have zero counts, for the types ISFP and ISFJ cannot be 
found in the current population. Table 5.2 below shows the counts based on 
multiplying the current population by three.   
 
Table 5.2: Counts per cell if population is multiplied by three 
 
 
 
 Frequency 
 
Valid Percent  Valid ISTJ 15 7.5 
   ISFJ 9 4.5 
   INFP 3 1,5 
  ISFP 0 0 
  INFJ 0 0 
   INTJ 6 3,0 
   INFP 15 7,5 
   INTP 6 3,0 
   ESTP 3 1,5 
  ESFP 12  6,0 
  ENFP 45  19,4 
  ENTP 30 14,9  
  ESTJ 9 4,5  
  ESFJ 9 4,5  
  ENFJ 9 4,5  
  ENTJ 36 17,9  
                     Total 201 100  
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Table 5.2 shows that the column ‘frequency’ now has two cells with a count 
below five, which are INFJ and ESTP. Combined with the two missing types 
ISFP and ISFJ, together these are four out of 16 cells, which is 25%.  
 
If the response population is multiplied by three, 25% of the counts is still below 
five. Moreover, there might be two types with zero counts. 25% is still 5% above 
the required 20%. However, it should be taken into account that the new branding 
constellation population may differ from the one used in this thesis, and thus 
appearance of counts may be different as well. Therefore, it is estimated that in 
order to have a chance to reach the required minimum 20% amount of five counts 
per cell , at least 201 (= 67 times 3) managers should fill in and return the 
questionnaire. This number can be found at the bottom of the column ‘frequency’, 
in the row ‘total’. In order to have a likely chance to reach 20%, a higher response 
is recommended. Based on the results of this thesis, if the population is multiplied 
by five, only two cells are expected to stay below the count of five. This is a 
percentage of 12.5% and is thus clearly below the required 20%. Table 5.3 below 
presents the counts when multiplying the population by five.   
 
 
 Table 5.3: Counts per cell if population is multiplied by five 
 
 
 Frequency  Valid Percent 
Valid ISTJ 25  7,5 
  ISFJ 15  4.5 
  INFP 5 1,5  
 ISFP 0 0  
 ISTP 0 0  
  INTJ 10 3,0  
  INFP 25 7,5    INTP 10 3,0 
   ESTP 5 1,5 
   ESFP 20 6,0 
   ENFP 65 19,4 
   ENTP 50 14,9 
   ESTJ 15 4,5 
   ESFJ 15 4,5 
   ENFJ 15 4,5 
   ENTJ 60 17,9 
                      Total 335 100 
 
 
 
Table 5.3 shows that now only the former missing types (ISFP and ISTP) are 
expected to have a count per cell below the required five counts. This means two 
out of a total of sixteen cells, which is 12.5%. At the bottom of the column, the 
column ‘frequency’ shows the total amount of respondents who are expected to 
reach the required 20%, which is 335 people. To conclude, a likely chance 
demands a population of 335 (= 67 times) 335 managers. 
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Variables 
Furthermore, for future research on this topic it is recommended to use variables 
on an interval level. This way, analyses that are more detailed can be done, such 
as a T test or regression analysis. The analyses with variables at an interval level 
are more precise and more elaborate than analyses with nominal or ordinal 
variables.  
Multiple profiling questionnaires 
In order to improve internal validity, the use of multiple character profiling 
questionnaires or methods is recommended, such as The Big Five (John and 
Srivastava, 1999)46 and the Keirsey temperament sorter personality test (Keirsey, 
1998)47. This way, a form of triangulation can take place, which minimizes the 
effect of extraneous variables. In order to improve internal reliability, a larger 
population is recommended as well as the use of other and multiple character 
profiling questionnaires or methods, which will generate the same outcome. 
 
 
5.1.2.2. Future Extension  
 
The following recommendations are made for extension of this thesis, with the 
aim of achieving more in-dept research and a less exploratory status. 
 
An important aspect is the use of a larger population. This will have a positive 
effect on the internal reliability (see section 5.4). Moreover, it allows more 
analysis with the use of the Chi Square formula, as mentioned previously. 
 
Another important aspect is adapting the questionnaire in such a way that 
answers can be analyzed on an interval level. According to the classification 
scheme in statistics, the kinds of descriptive statistics and significance tests that 
are appropriate depend on the level of measurement of the variables concerned. 
The interval and ratio measurement levels are sometimes collectively called true 
measurement. At lower levels of measurement (nominal and ordinal), 
assumptions tend to be less restrictive and data analyses tend to be less sensitive. 
For further research on this topic, the use of variables on an interval level is 
recommended. This way, analyses that are more detailed can be done, such as a T 
test or regression analysis. The question about age, for instance, should not be split 
into the categories of 20-25, 25-30, 30-25 etc., but it should be an ‘open’ question, 
such as: “What is your age?” This can result in variables on an interval level. 
Analysis based on variables on an interval level is more precise and more 
elaborate than analysis based on nominal and ordinal variables. Only ratio or 
interval scales can be said to have units of measurement.  
A T-test is used to find out if there are any differences between two populations 
or, in other words, to see if two populations are the same.  
                                                 
46 John, O. P., & Srivastava, S. (1999). The Big-Five trait taxonomy: History, measurement, and 
theoretical perspectives, Handbook of personality: Theory and research (Vol. 2, pp. 102–138). New 
York: Guilford Press. 
47 Keirsey, David [1978] (May 1, 1998). Please Understand Me II: Temperament, Character, 
Intelligence, 1st Ed., Prometheus Nemesis Book Co.  
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The purpose of regression analysis is analyzing relationships among variables. 
The analysis is done by estimating the relationships and indicating the coherence 
between variables.  
 
In order to improve internal validation (see section 5.2) and internal reliability 
(see section 5.4), the use of another or several character profiling questionnaires is 
recommended. ‘The Big Five’, for example, is a familiar one.  
 
In order to shorten the draft questionnaire, questions about the opinion of 
usefulness were deleted. This was probably the best decision in order to 
accomplish the highest response rate possible. If the opportunity arises, it is 
recommended to have more detailed data on this subject. The data that was used 
on this subject was of an ordinal level and nearly all participants were ‘positive’ or 
‘highly positive’. Finally, it is recommended to use answering options on a scale 
of 1 to 10.   
 
5.1.2.3. Other  
 
Questions arising from this thesis are:  
Why is their a difference in ‘opinion of usefulness of the branding constellation’ 
and ‘size of company’ among the participants? And: “Why do men and women 
score differently with respect to T (thinking) and F (feeling)?” Several suggestions 
on answering this final question have been made in section 5.1.1. 
 
5.2 Internal validity 
 
In this section, the internal validity is discussed. Internal validity involves the 
ability to eliminate bias when it comes to research design, and the effect of 
extraneous variables (Yin, 1994)48.  
From the viewpoint of eliminating bias and the effect of extraneous variables, 
several statements can be made. The research questions are put into clear 
hypotheses. All variables used derive from the answers to a questionnaire or from 
former research within the branding constellation theme. Moreover, the answers 
are given by people in the target population. The questionnaire that is used is 
based on the MBTI. Several additional questions have been added involving 
‘other’ features of the participants. These have been reviewed by fellow students 
in the branding constellation theme and their feedback was used to improve the 
questionnaire. Questionnaires were distributed directly to the participants and 
answers were not revised but only edited to allow transportation from Excel to 
SPSS. This process is described clearly in chapter three. 
 
In order to answer research questions four and five, participants had to be asked 
several additional questions (besides the MBTI questionnaire). Research questions 
four and five address the relation between character traits and the opinion of 
usefulness of the branding constellation, and the relation between the opinion 
about the degree of usefulness and other features of the participants (such as age, 
                                                 
48 Yin, R.K., Case Study Research Design and Methods (1994: p 35) 
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education, gender, type of company, and type of job). First, in order to gather this 
information separate questions were formulated. This caused the questionnaire to 
be quite long, however. Both the issues of response rate and completeness of the 
questionnaire were at stake. Eventually it was decided that, considering the 
limited size of the target population, response rate was of a higher importance 
than the length of the questionnaire. Due to this thesis and case studies done by 
other students in the branding constellation theme, a lot of information about the 
opinion of branding constellation participants was known. The data collected by 
other students could be used for research question four, which was a large 
advantage. Moreover, it shows a positive aspect of having several students study 
within in a certain theme. The theme coordinator collected the data and made an 
overview of opinions of usefulness. A scale of one to five was used for this 
purpose. During analysis, it seemed that the use of this five-point scale was 
limited, since nearly all respondents were ‘highly positive’ or ‘positive’ when it 
came to their opinion about the usefulness of the branding constellation. This may 
have caused there being no significant correlation between the character of the 
respondents and the opinion of usefulness of the branding constellation. 
 
Beyond this thesis, internal validity can be improved by using multiple 
questionnaires, such as ‘The Big Five’ and the ‘Keirsey temperament sorter 
personality test’, and by comparing the results. This way, a form of triangulation 
takes place. Keirsey’s is based on MBTI and uses the same dimensions, whereas 
these are combined differently: Sensation is combined with the Perceiving (P) 
orientation (SP), Sensation with the Judging (J) orientation (SJ), and iNtuition 
with the Judging functions of Thinking and Feeling (NF and NT). He uses 
descriptions that are similar to the temperaments. The Big Five is the so-called 
‘five factor model’, which measures the factors Openness, Conscientiousness, 
Extraversion, Agreeableness, and Neuroticism. The factor ‘extraversion’ is similar 
to the extraversion dichotomy in MBTI and therefore can be compared to it.   
Finally, on the construct of validity the scientific basis of MBTI has been 
questioned in literature (chapter 2.2.2.2). This influences the validity of this thesis. 
 
5.3 External validity 
 
This section describes the external validity of this research. External validity deals 
with the problem of knowing whether the findings of a study can be used to make 
general statements beyond the immediate case study (Yin, 1994)49. The topic of 
this thesis is highly specific and only applies to managers who have participated in 
a branding constellation. Beyond this thesis, the findings can only be used for 
other managers who are interested in, or have participated in, a branding 
constellation. One should be careful with drawing conclusions, since this thesis 
involves exploratory research. Although the response rate is high, the target 
population is still limited. It can be concluded that external validity is low. 
External validity can be improved by using a larger target population.  
 
                                                 
49 Yin, R.K., Case Study Research Design and Methods (1994: p 36) 
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However, the difference between men and women for the Thinking/Feeling 
dichotomy are confirmed, for instance by Hayes et al. (2004):50 “Gender-centred 
perspectives of women managers and women in general characterise them as 
being ‘less logically thinking’ than male managers and men in general.” Myers 
Briggs studies (1995)51 also report differences in Thinking and Feeling when 
gender is concerned: “Within the historic data collected from the MBTI, the 
functions of thinking vs. feeling is the only variable that has shown a gender trend. 
About 60% of men reported they are Thinkers, while 60% of women reported 
they are Feelers. These percentages fall into cultural stereotypes about males 
emphasizing thinking, and women feeling.”  
 
5.4 Internal reliability 
 
This section focuses on internal reliability. Internal reliability deals with the fact 
whether the same outcomes would be generated if the researcher did the research 
again (Yin, 1994)52. The MBTI is a validated questionnaire. Therefore, few 
concessions or choices had to be made during this research process. The same 
outcome is likely to come about if the personality test (MBTI) is used again for 
this population. 
The main reason why the internal reliability of this research is weakened to some 
degree is the fact that a questionnaire was used that was based on the MBTI 
questionnaire. In literature, the construct of reliability of MBTI has been 
interpreted as low, with test takers retaking the test often being assigned a 
different type. For more information, see section 2.2.2.2. Despite this criticism, 
nowadays the questionnaire is still among the most popular ones, and is used for a 
variety of purposes, such as organizational development, business management, 
education, training, and career counselling.  
In section 5.1.1, it was explained why it was decided to use a questionnaire based 
on MBTI. In summary, the data that was needed in order to make a profile of the 
character of the participants could be found relatively easily, because this data is 
widely accessible through various books, articles and the internet, contrary to 
other character profiling tests. 
Moreover, reliability partly depends on the size of the population. Since this thesis 
is based on exploratory research, reliability is weakened by the size of the (small) 
population.  
Finally, it should be taken into account that other reviewers may have different 
opinions or use a different emphasis in their theses. On top of that, the theme 
coordinator and second reviewer can have (slightly) different opinions, for 
instance about the way to present results.  
 
 
                                                 
50 Hayes, J.,.Allinson, C.W., Armstrong, S.J., Intuition, women managers and gendered stereotypes, 
Journal: Personnel Review, 2004 vol: 33 issue: 4, p 403 Emerald Group Publishing Limited 
51 Myers I, Myers P (1995) Gifts differing; understanding your personality type (1995 ,p 58), Davies-
Black publishing 
52 Yin, R.K., Case Study Research Design and Methods (1994: p 39) 
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5.5 External reliability 
 
This section describes the external reliability. External reliability deals with the 
chances of different researchers generating the same results based on one and the 
same methodology, setting and time (Yin, 1994)53.  
It is in the author’s opinion that while using the same methodology, setting and 
time, there are no factors that influence the external reliability negatively. 
Calculations were mainly done in SPSS. Only the Chi Square formula was partly 
used manually (in Excel). 
Feedback from two theme students shows that it was hard to review this thesis, 
since its contents differ from the regular theme content. There were no comments 
on the contents, however. The lessons-learned from previous researchers within 
the theme have hardly been adapted here, for this thesis does not attend the same 
subject as the former theme theses did. 
Final feedback from the reviewers shows that in the end, there were no comments 
about the calculations made in the thesis. The second reviewer had several 
questions about the theory behind MBTI. Nonetheless, this thesis does not aim to 
do research about the theory of MBTI, but about the theory itself. Besides, there 
were no noteworthy comments or differences between the draft version and the 
final version of the thesis. 
There were hardly and differences between the feedback of the first and second 
reviewer. Besides, these are not worth mentioning. This is mainly because the first 
reviewer focussed on the theory of the branding constellation, the format of the 
thesis within the theme, and layout. The second reviewer focussed on 
calculations, a correct use of SPSS, and layout. 
After the thesis presentation on October 30th 2008, final feedback from theme 
coordinator and second reviewer was given and this is presented in table 5.1. 
 
 
Table 5.1: Final feedback from theme coordinator and second reviewer 
 
Judged aspects: 
 
Comments and judgment: 
 
(1) Independence: 
good 
 
The student came up with a completely new way of studying branding 
constellations by subjecting the MBTI-personalities of the branding 
constellation users to a closer study. However, she might have taken 
more time to study the alternatives, which would have revealed that 
the MBTI-questionnaires were not directly available, while for instance 
the Big Five-questionnaires were. However, it turned out that her 
intuition was right about the relevance of this MBTI-scale for branding 
constellation conductors. She carried out her study in the same 
independent style.   
 
 
(2) Learning 
ability: good 
 
The student used the feedback of the theme coordinator and the 
second reviewer in a constructive way.  She joined two theme 
meetings and gave constructive feedback on one theme student 
thesis. 
 
                                                 
53 Yin, R.K., Case Study Research Design and Methods (1994: p 39) 
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(3) Scientific 
importance:  
ample sufficient  
 
The introduction of problem identification, market research, branding 
and the branding constellation (theme) are presented rather well. The 
previous studies within the theme are presented rather clear and 
sufficient for the leeway chosen. The structure of the introduction 
might be improved by starting with a short explanation of the branding 
constellation theme in stead of problem identification and branding.  
The introduction of the leeway is fine as well as the description of its 
importance.   
 
 
(4) Theoretical 
embedding:   
sufficient 
  
The MBTI-theory and the criticisms on the theory are presented well. 
However, they remain at a descriptive level. The descriptions were 
based on popular books rather than on scientific articles. No scientific 
articles were used that involved the MBTI-findings of alternative 
problem identification techniques, such as brainstorming, lateral 
thinking and mind mapping. Especially, the MBTI-characteristics of the 
users of these existing problem identification techniques should have 
obtained more attention. 
 
 
(5) Data design:  
good 
 
The study questions are well-argumented. The hypotheses are well-
derived and well-documented. The excel- and SPSS-measurements 
on the MBTI-profile are well-designed. It might have been interesting 
to use the main questions of the Big Five for triangulation. 
 
The study combined secondary and primary research in a fine way.  
The problems with using the MBTI-profile and the selection of the most 
important questions were solved in a fine way. 
 
(6) Data 
generation:  
very good 
 
 
(7) Data-analysis:   
very good 
 
The intensity and transparency of the data analysis are valued.  She 
used the right levels of measurement. Although the analyses are 
complicated, the analysis process is clear and the reader is well-
guided in this process. The appendices support the analysis in the 
main text well. 
  
 
(8) Implications 
and limitations:  
ample sufficient 
 
The managerial and theoretical implications are presented well and 
ready for implementation. Many useful and sensible suggestions are 
done for more concise research on the MBTI-profile of the branding 
constellation users. The limitations should have been presented more 
clearly in a separate section of chapter 5. 
 
 
(9) Logical 
coherence:  
ample sufficient  
 
 
The summary presents a coherent overview of the study. The chapters 
are well-linked. More attention to the findings of scientific journal 
articles might have offered opportunities to improve the logical 
coherence of the thesis by connecting the study findings to previous 
findings reported in the scientific literature for instance on company 
size and gender as well as to connect the findings of this thesis to the 
other findings within the theme.  
 
 
(10) Report:  good  
 
The title, cover, grammar and lay-out are fine. Facts and opinions are 
well separated. The data presentation is good, as well as the literature 
overview and references. The numbering of the hypotheses, however, 
might have been connected to the study questions, which might have 
provided the reader with more overview. 
 
 
(11) Presentation:  
good 
 
The power-point presentation on the case study was very good. The 
student presented her findings in a very accessible and logical 
consistent way. She could also motivate her questioned 
methodological choices very well. However, she might have had a 
more open attitude during the meeting in order to gain new insights 
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concerning the conclusions and implications of her study.  
 
 
(12) Overall score 
(final 
judgment):  8 
  
The overall judgment is ‘good’, specified analytically as follows 
• ‘Very good’ was denoted to the data generation, data analysis, 
and  
• ‘Good’ was judged the independence,  learning ability , data 
design, report and presentation  
• ‘Ample sufficient’ was assigned to the scientific importance. logical 
coherence, and implications and reflections 
• ‘Sufficient’ was valued the theoretical embedding. 
 
 
 
On point three (scientific importance); “The structure of the introduction might be 
improved by starting with a short explanation of the branding constellation theme 
in stead of problem identification and branding”, I would like to add that  I chose 
to follow the theme structure in this for all the students within the branding 
constellation theme had used this structure. 
On point four (Theoretical embedding); “No scientific articles were used that 
involved the MBTI-findings of alternative problem identification techniques, such 
as brainstorming, lateral thinking and mind mapping.” I would like to comment 
that it is very unlikely that these two subjects (MBTI and problem identification 
techniques such as brainstorming, lateral thinking, mind mapping) have been 
combined in the past in the theory. Therefore it is hard to find and use them. 
On point nine (Logical coherence); “More attention to the findings of scientific 
journal articles might have offered opportunities to improve the logical coherence 
of the thesis by connecting the study findings to previous findings reported in the 
scientific literature for instance on company size and gender as well as to connect 
the findings of this thesis to the other findings within the theme.” I agree, but I 
would like to add that this choice not to connect study findings on a deeper level 
was made to avoid to jeopardize reliability, for the study was exploratory. 
 
Overall, I could agree with the feedback. Parts of it, I had already realized and 
written down in the chapter ‘implications’. 
 
5.6 Study process 
 
When I first learned about the branding constellation, I felt a bit unaffected and 
untouched by the theme and the technique itself. I heard from another student 
that he joined the theme and he told me a little bit about the technique. It was 
hard for me to understand what is was about, but I was curious to learn more 
about it. For that reason, I phoned Wim Jurg to explain to him that I was looking 
for a thesis subject and asked him whether he could use another student in the 
theme. He said he could and that it would be wise to first visit the website 
www.brandingconstellations.com to get more of an insight into the technique and 
the theme. He asked me to ring him again after I had done so. Therefore, I visited 
the website and called him again. Rather quickly, the idea of profiling participants 
popped up as a subject for leeway within the theme. Social and psychological 
topics have always had my interest.  
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This thesis is the first thesis within the theme that considers the branding 
constellation itself as a fact, but investigates managers who were willing to put 
forward a branding question and thus participate in it. This way, my personal 
opinion about the constellation does not matter, for the constellation technique 
itself was not the topic of this thesis. I watched several constellations on one day. 
This made me more aware of the process and got me more involved.  
 
This thesis is the first one about the people, instead of the technique. Besides the 
fact that this thesis is the first non-case study in the branding constellation theme, 
it is also a quantitative research thesis. Therefore, when starting this thesis I knew 
I had little information to rely on, since it is a new viewpoint within the theme. 
 
The analyses took far more time than I first expected. During the analyses, several 
things became clear that I had not taken into account prior to that. My 
background in SPSS technique and quantitative data research in general is 
limited. I knew that, of course. Therefore, feedback from my second reviewer was 
important. To find the right technique, however, for analysis was not an easy 
thing for me, not being an expert in the field of data analysis. The level of the 
variables in the questionnaire and the different methods to analyse this, 
sometimes made me ‘blurry’, with respect to the thesis and my time schedule! 
 
For me it was almost impossible to write the thesis quickly, because I had to write 
it part-time, at night, like many other OU students. However, I also needed to pay 
some attention to my social life during the past year. Therefore, the writing 
process was slowed down and writing this thesis has been a matter of ups and 
downs. Several weeks, I spent around 20 hours writing this thesis, while in other 
weeks this might have been 5 at the most. Before I started the thesis, I knew that it 
would be best to keep momentum, because this is what I heard from most other 
students. They are right, it is best to keep momentum, otherwise you have start 
over again every time you leave it unattended for more than a few days. 
The time investment of this thesis is stated below in table 5.2. 
 
 
Table 5.2: Time investment of thesis 
 
 
 
Task 
Planned 
hours 
Actual 
hours 
Preparation (search MBTI, attend branding constellation, collect info, etc. 20 20 
Literature study 80 85 
Prepare questionnaires/ SPSS etc 30 40 
Collect data/ ask people 50 10 
Process data in SPSS 40 20 
Analyze data 40 100 
Write thesis 140 160 
Leeway 60 40 
Feedback to fellow students 50 20 
Processing own feedback + finalize research 60 95 
Contact moments/overhead 30 25 
Total 600 615 
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Overall, the ‘total planned’ and the ‘total actual hours’ are quite similar, but the 
largest difference can be seen in ‘analyze data’. A difference can also be seen in 
‘collecting data’, because I did not foresee that I would receive some support 
during the thesis from Gerry Eijkhout and his AskYonline-tool. Giving feedback 
to fellow students is limited, since I was only asked to review a thesis by Mirjam 
ten Have-Smit. 
 
Although the entire thesis has taken more time than I first expected, I am pleased 
with the results. 
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